We Have Bananas 


and Oranges, Lemons 
and Limes, too. 


So Authentic... They Look 
Good Enough to Eat! 


What’s More Important, 
They Make Wonderful 


EARLY SPRING 
TROPICAL DECORATIVES 


See your Schack Representative or 
Write us for a Free Photographic Brochure. 
Ask for “Tropical Fruit Garlands”. 


thithi. \NCORPORATED 


2516 WEST ARMITAGE AVE. e CHICAGO 47, ILL. 











IMP 
‘All 


(} il Plan New 


FOR YOUR 1961 ‘IMPORT FAIR’ 


FOR WINDOWS, INTERIOR AND 
DEPARTMENTAL MOTIF. 


A successful Import Fair means an authentic Import flair. 


: Large Hemisphere World 


67 in. long x 35 in. high x 8 in. deep. 

White No. 5481 $25.00 each. $250.00 
per doz. 

Sprayed Gold No. 5482 $30.00 each. 
$300.00 per doz 

Transparant No. 5483 $42.50 each. 
$425.00 per doz. 























Small Hemisphere World 


with banner, 23 in. wide, 11 in. high, 

1% in. deep. 

White No. 5487. $4.95 gach. $49.50 per 
. doz. 

Gold Plated No. 5488 $6.95 each 
$69.50 per doz. 

Transparant No. 





Beautiful Corinthian 
Column 

84 in. high x 16 in. wide x 
5 in. deep. White vacuum- 


5489 $5.95 each 


formed plastic No. 5471, 
$17.50 each. $15.75' for 6 
ol a@mnilela-# 


$59.50 per doz. 


| 


2 WD iCy. 
t. A ex Crown, Gold or White 
Summer Cherub Garden Statue (ar, y 3 | 

pt! x | . $h4% No. 1221 4% in. x Sin. 
98 in. high x 14 in. wide x 414 in. deep. Soft white, vacuum- PF sa, SS 

formed plastic. $30.00 each, $300.00 per doz. Comes NOR On, 

reinforced with a 2 in. x 2 in. wood strip " — 


Fleur De Lis 

5% in. high x 4 in. wide. 
Gold No. 5475. $3.50 per 
per doz. $3.50 fokerd 


ea. $0.35 
White No. 5474. $3.50 per doz. 


Large Copy Streamer 

80 in. long x 11 in. wide. White Vacuum-formed plastic 
1s To dmbe to) 400h BR’ Bel OM tots mh BE OOM el -lameley ame OF. lalel-Melael-1a-1e mia 
special color or finish for $22.50 each. $225.00 per doz. 


Write on your letterhead for Catalogue 


w... STENSGAARD 


AND ASSOCIATES INC. 
346 N. Justine St., Chicago, 7 Ill. 


BE SURE TO SEE US AT NADI SHOW 


9nd FLOOR—TRADE SHOW BLDG. 1931 -1960 


DECEMBER, 1960 
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CONTENTS 


NUMBER 6 


Editor's Comment , , , , , 
Joseph Wright . . . Dayton's Indomitable Display Director 

By Virginia Walker 
Paris in the Spring — New York in December for NADI Market Week 
San Francisco Display Beat By Dick Jachim . 
Chicago Salutes Lyric Opera By Richard and Lois Day 
Display Sketchbook By Gerard Boucher 
TOURING .. . Marshall Field's Mayfair Store 
Manhattan's Tour(ist) de Force 
Ideas for Men's Wear 
Display On and Off the Record 
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By Raymond Massey . 
By Roger D. Anderson 


By Jan Ujlaki 
Display Ideas Designed to SELL By Jim Kiley 
NADI Newsgram By Gabriel M. Valenti 
Part Four: Better Presentation of Jewelry Displays By Thomas H. Lewis 
Imagination Unlimited in Men's Wear Display By Angel Conessa 
The Elegant Country Look Cy Charles L. Berendt 
DISPLAY Here and There ' , j 
Holiday Decor for Great Southwest Keyed to Classic 

Simplicity .. . Says Dallas Display Firm 
TORRANCE: Example of Sears’ New Trend 
The Display Parade 
Horne's Salutes Cultural Heritage 
and we quote . 
Much With Little 
Making a Display Work Overtime 
Trade Personalities 
Display of the Month 


By H. O. Wheels 
By Al Couch 
By L. Volimer 


By Myrtle Stwart 
By T. E. Gause 
By Al Couch 
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THE DISPLAY PUBLISHING COMPANY 
407 GILBERT AVENUE, GARFIELD 1-2050-1-2051, CINCINNATI {, OHIO 
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THE COVER 


Ted Lees, display director of Gilmore's, 
Oak Park, Ill., is well known for his ex- 
cellence in all types of displays but in 
particular those featuring foundation 
garments . . . Another of his displays 
won the first prize Gold Medal in this 
category of the 1959 International Dis- 
play Contest... We call your attention 
to the effective background lighting by 
hidden floor fixtures. 


& 
OUR NEXT ISSUE 


With the January issue in the mails on 
December 26, it doesn't give us much 
time, but we'll do our best to bring you 
a complete, factual report on Spring- 
Summer Market Week that will close at 
New York City on December 8 . . . Other 
than this comprehensive coverage of 
one of the display Industry's two major 
annual events, this issue will contain o 
generous share of display ideas and 
sketches to assist you in planning your 
window and interior displays for the 
coming months. 


oe 
SUBSCRIPTION RATES 


Published monthly at $5.00 a year for the 
United States and Canada. To foreign 
countries, $6.05 a year. Canadian and foreign 
orders payable in U. $. funds by international 
money order or New York bank draft. Single 
copies 60 cents. Send all subscription orders 
direct te the publication office at Cincinnati. 
Changes of address must be reported at least 
two weeks in advance of effective date, other- 
wise missed copies cannot be supplied. 
Entered as second class matter September 20, 
1922, at postoffice at Cincinnati, Ohio, under 
act of March 3, 1879. 


EXECUTIVE STAFF 
H. C. Menefee, President 
Nathan Silverblatt, Manager 
Paul T. Knapp, Editor 
R. James Shriver, Advertising Manager 
H. Glenn Reed, Circulation Manager 
Richard Link, Production Manager 
% 


Eastern Office 
Homer Guck, 156 Fifth Ave., New York 
10, N. ¥. Phone CHelsea 2-3714. 
Western Office 
Joseph Mervish, 6716 Gentry Ave., North 
Hollywood, Calif. Phene TRiangle 7-7556. 


National 
Association of 
Display Industries 


Associated 
Bureau of Business 
Circulation Publications, Inc. 


Pass This Issue Along 
You get the most value from DISPLAY 
WORLD when you shore it with others. 
See that it reaches other executives of 
your organization and the members of 
your department. 


DISPLAY WORLD 
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Classic Classic Classic 
GRILLCURVE GSRILLPANEL BASE/CAP 


Sturdy . . . smart . . . lightweight plastic 
GRILLCURVE and GRILLPANELS . . . beautifully sculptured on both sides 
in a crisp, classic pattern . . . to complement any type of decor. 
Make .. . columns, pedestals, panels, dividers . . . complete backgrounds. 
Great . . . for merchandisers . . . displayers. 
Create . . . display items galore! 


Classic GRILLCURVE (half round) 12" x 6"x 36" . . packed 6 to a ctn. 
Classic GRILLPANEL (flat) 24" x 36" 7 $6.00 ea. packed 6 to a ctn. 
Classic Base/Cap 15" dia | $2.25 ea. packed 12 to a ctn. 
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SIDNEY NEWHOFF ASSOCIATES 
NEW YORK e 400 8th Ave. 
CHICAGO ¢ 305 West Adams 
LOS ANGELES .° 1200 S. Figueroa 





or contact us for your nearest jobber 
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soon to be 


revealed | 
milady in her 
grandest moment 


of motion 


and splendor... 196 
PROFILE COLLECTION 


created in California by: 


DECTER 


MANNIKIN CO. 


1000 So. Los Angeles St. 
Los Angeles, Calif. 
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PAT SAYS: 


Mr. Bunny Costume 
Courtesy 
Gertrude Cornell 
Promotional Costumes. 


PAT HIGGINS 
Popular Display 
Center Receptionist 


Welcome to 


OPEN HOUSE 


Diyphy 
C Penuterr 


December 4-8 
Spring Market Week 


Products of hundreds of manufacturers on display on two full floors. 
Every display buyer will find a comprehensive preview of Spring and 
Summer offerings in ideas, materials, displays. See them all FIRST 
at The Display Center during Market Week and every week through- 
out the year! 


DISPLAY CREDIT ASSOCIATION, INC. 


Manufacturers will find one of the many services of the association — lists of 
preferred accounts — a valuable aid in selling. Also available — immediate 
credit information on orders taken during Spring Market Show. Manufacturers 
and jobbers are invited to inquire about a NEW service of The Display Credit 
Association — financing of accounts receivable. For appointment call Maxwell 


A. Sturtz, LO 4-2110. 


DISPLAY CITY, INC. 


NEW industry-wide buying service and manufacturer's representative, for 
everything in display materials, fixtures, point- -of - purchase displays, packaging 
and premiums. PLUS a complete store planning service. 


THE Diplo C Peuterr 


400 EIGHTH AVE., (at 30th Street), NEW YORK |, NEW YORK 


=» » »— ®P—- FY—- FY— OFT 


DISPLAY WORLD 





FIRST 


with the 


NEWEST! 


See NEW displays, display materials and 


fixtures, all under one roof during Spring 


Market Week and every week of the year. 


NEVER BEFORE SHOWN 
TO THE DISPLAY TRADE! 


PLE Sees 


The fabulous WING'S SUCCESS DISPLAY 
Exhibited by Display City, Inc., New York 
Distributor. 





The Display Center, 400 Eighth Avenue 
Home of Display City, Inc., and Wing's Success Display 


eALL NEW 
Fabrics by HERBERT MEYER, INC. 


eALL NEW 
Racks by FITZGERALD 


eALL NEW 
Designs by LERNER 


eALL NEW 
Panels by HERKO 


eALL NEW 
Lighting by J. A. WILSON 


PLES... 


World Premiere of the versatile “PERCLIP” 
The all-new, perforated hardboard fixture—per- 
mits flush mounting for th first time and banishes 


“liggle." 


ALL NEW AT 


400 EIGHTH AVENUE 


w—> DISPLAY CITY, ING. saci 


DECEMBER, 1960 








BURLOOM 


100% Carpet Rayon 
In 16 Attractive Colors! 


Red Gold 

Black Yellow 

Sky Blue Leaf Green 

Royal Blue Surf Green 

Grotto Blue Fern Green 

Channel Blue Forest Green 

Storm Grey Oriental Red 
Sandalwood (rose color) 
Brazilwood (beige color) 


BURLOOM carpeting is reinforced with heavy- 
weight burlap and sized with latex for stiffness and 
anti-skid qualities. Non-ravelling edges lie flat. . 
won't curl. 


For style shows, exhibits, fitting rooms and showrooms Swatches available upon request or see BURLOOM at 
in windows, on islands, platforms and turntables. our NADI exhibit, space No. 208. For Convention 
Rolls are available in two widths: 54 inches or 108 Rental Carpeting, write Burlington Mills Incorporated, 
inches, both 3/16 inch thick. Burlington, Wisc. 


GARRISON-WAGNER COMPANY 


2018 WASHINGTON AVE. LOUIS 3, MISSOURI 














ATTENZIONE! 


A PHOTO CONTEST OF DISPLAYS SUBMITTED AND JUDGED 
BY DISPLAYMEN DURING NADI MARKET WEEK! 


4. No photographs will be returned uniess the 
1 
LIRE TO THE VICTORS! sender encloses a stamped, self-addressed enve- 


First Prize — 180,000 Lire ($300) lope, photo size. Deadline for receiving entries 
Second Prize — 120,000 Lire ($200) will be November 30, 1960. 

Third Prize — 60,000 Lire ($100) 5. Two photographs may be submitted by each en- 
Fourth to trant. No entrant can win more than one prize. In 


Tenth Prizes — 30,000 Lire ($ 50) case of a tie, a drawing will be made to select the 
winner. 


EASY TO ENTER! 6. Entrants need not be present during Market 


Week to participate. 
1. Any Displayman representing a retail establish- 


ment located on the North American continent is 7. Photographs will be on view at the New York 
eligible to enter Trade Show Building during December 4 through 6 

of Market Week. Photographs will be numbered 
2. Simply select photographs of two 1960 Spring and the number, which will appear on the face of 
or Summer Display windows, exteriors or interiors, the photograph, will serve as identification for 
identify the photos and mail them in cardboard voting purposes. Store names appearing on photo- 
reinforced envelopes to the NATIONAL ASSOCIA- graphs may be blocked out, at the discretion of 
TION OF DISPLAY INDUSTRIES, HOTEL GOVERNOR the sponsors, to provide the greatest possible ob- 
CLINTON, NEW YORK 1, N.Y. jectivity in the vote casting. 


3. Photographs should be 8 x 10 inches. Photos 8. Votes will be cast by white badge registrants, 
that do not approximate this size will be disquali- namely, displaymen, free lancers and retailers, 
fied. Photos must be black and white glossy prints visiting our photo gallery during Sunday, Monday 
and unmounted. On back of photo show name of and Tuesday of Market Week. Winners, ten in all, 
entrant, store, city and state. will be announced Wednesday, December 7th. 


“SPRINGTIME WIN FAME AND LIRE! SEND PHOTOS NOW! 


IN ROME” 
Join in the NADI Serenade to Rome—Dec. 4 to 8—N.Y. Trade Show Bldg. 
ALITALIA 


——— Executive Offices: NATIONAL ASSOCIATION OF DISPLAY INDUSTRIES 
HOTEL GOVERNOR CLINTON — NEW YORK 1, N. Y. 


DISPLAY WORLD 





Manikins and Visual Displays 
in Romantic Settings 
to Inspire a 


Whole World of NEW IDEAS 
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INTERNATIONAL 
FLAIR 
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S 991 Sixth Ave., between 36th & 37th Sts. 
Open Sat., Dec. 3rd and Sunday, Dec. 4th 





Other typical installations: 
Bullock's 

Colonial Dames, Inc. 
Lane Bryant 

Matthew's Stores 

Jerry Rothschild 

Royal McBee 

Safeway Stores 

Timely Stores (Mullen-Bluett) 
Vogue Shoes 

Saks 5th Avenue 

The May Company 

and thousands more 


ACORN ADVERTISERS, nc 


1123 WEST CENTURY BLVD. 
LOS ANGELES 44, CALIF. 


~ More than 


500,000 STORES 


NOW CUT FADE IN 
WINDOW DISPLAYS 


WITHOUT SHADES 


miracle 


Linttie Clase let 


ch, ee COLURCIUPN YN histeme) 8), Mee) titel: 


kaded display merchandise means faded customer confidence 
.a serious problem that has harassed store owners for 
many years. 


Small wonder, then; that over '4 million of the nation’s pro- 
gressive stores have enthusiastically embraced this chemical 
formula that absorbs the harmful rays of the sun. 


In addition to cutting the sun’s fade rays, miracle Plastic 
Glass Tint also sharply curtails fabric-disintegrating heat. 
Gone are the reflections and refractions of plastic sun shades. 
Even window glare is cut to the barest minimum. Plastic 
Glass Tint gives vou the benefits of window shopping with 
full visibility the vear around. 


Better display 


means better business. 


Specify Plastic Glass Tint and you 
1) CUT FADE 
2) CUT GLARE 
3) CUT HEAT 





ACORN ADVERTISERS, INC. 
1123 W. Century Bivd., Los Angeles 44, Calif. 











We want to know how to "'Contro! the Sun with 
Plastic Glass Tint’ 

Send coupon for name 

oh Mel lam al-tela-tiimel liste] ae 

ized branch. There is 


one near you. 
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fiberglass 


mannequins 


new children. 
men, junior and 


miss mannequins 





Open House 

Display 

Market Week 
Sheraton - Atlantic Hotel AY) @ a | ) 

(formerly McAlpin) | 
34th St. and Ave. of Americas 
3rd Floor 
December 4-7 


NEW WORLD 
O MFG. CORP. ] 27-31 BLEECKER ST. N. Y.12. N. Y. 


ALGONQUIN 4-8968 





DECEMBER, 196090 
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Distrioutors List ART PRODUCTS COMPANY, 1425 Broadway, Detroit 26, Michigan *« CROWN DISPLAYS, INC., 400 Weybosset, Providence, Rhode Isiand 
BALTIMORE DISPLAY INDUSTRIES, INC., 7 S. Hanover St., Baltimore 1, Md. « BENEDICT’S DISPLAY EQUIPMENT, 309 S.W. 3rd St., Portiand 4, Ore. - LEO D. BERNSTEIN & SONS, 30 W. 29th St., New York 1, N-Y 
BOSTON BUTTON & DISPLAY CO., Kneeland & Albany Sts., Boston, Mass. + E. B. “JACK” CASTLE, 21 W. Main St., Oklahoma City, Okla. - ART R. COHEN COMPANY, 810 Penn Ave., Pittsburgh 22, Pa 
COMMERCIAL DISPLAY CO., 339 S. State St., Salt Lake City 1, Utah - DISPLAY EQUIPMENT CORP., 211 S. Wacker Drive, Chicago 6, Ill. « EMPIRE DISPLAY MFG. CO., INC., 45 W. 34th St., New York 1, NY. 
MORTY FAY DISPLAYS, INC., 853 NE. 2nd Ave., Miami, Fla. » FAYE PERM DISPLAY, LTD., 8 St. Catherine S.E.. Montreal, Canada + L. E. HIER DISPLAY EQUIPMENT C0.430 1st Ave.North, Minneapolis 3, Minn 
B. A. JACOBS COMPANY, 855 S. Los Angeles St., Los Angeles 14, Calif. « PAUL LUGGER DISPLAYS, 2781 W. Broad St., Columbus 4, Ohio » MODEL MANIKIN & DISPLAY, 1405 E. McDowell, Phoenix, Ariz. 
NATIONAL DECORATORS SUPPLY, 318 N. Iilinois St., Indianapolis 4, Ind. « NATIONAL EQUIPMENT CORP., 919 Broadway, Kansas City 5, Mo. » NAYTHONS DISPLAY FIXTURE CO., 909 Arch St., Philadelphia 7, 
Pa. » NU ERA DISPLAYS, INC., 808 N. Seventh St., St. Louis 1, Mo. » WM. PRAGER, LTD., 391 Adelaide St. W., Toronto, Canada + ROSS DISPLAY MATERIAL COMPANY, 1409 Seventh Ave., Seattle 1, Wash 
THOMPSON DISPLAY MATERIALS, 117 N. Brevard St., Charlotte 2, N.C. » WRAY-WILLIAMS, 534 Canal St., New Orleans, La. + JAY'S DISPLAY & STORE FQUIPMENT CO, 228 ‘‘B"’ St., San Diego, Calif 
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Take Your Pick of— 
Tacking Pexpootion| 
HANSEN TAGKERS 


tet. 


“FOR LIGHTWEIGHT TACKING ~ FOR ALL-PURPOSE TACKING » FOR 34° CROWN TACKING 


MODEL T-2 MODEL T-3 MODEL T-6 


Compact, versatile, easy-to-use model Heavy duty, general-use model. ‘‘Take- Newest Hansen Tacker drives %” crown 
with flush jaws for close-quarters tacking. _ Up jaw’’ snaps open for quick inspection tacks in four lengths from %." to %”. 
Drives tacks narrow as %” wide. Holds and cleaning. Holds strip of 140 tacks... Features quick opening front and flush 
strip of 140 tacks. extra handy with Hansen Vest-Kit. jaw for close quarters tacking. 
5 STAPLE LENGTHS 4 STAPLE LENGTHS 4 STAPLE LENGTHS 
23TP 24TP 25TP 26TP 28TP 32% 63 64 65 66 
I fl Ya" ~y" Ue 
”" A," ¥," 


4,” Vg ” VU, “%, ad 


WRITE T0 DAY for illustrated Hansen Tacker Catalog. 


A.L. HANSEN MFG. CO. 


5041 Ravenswood Avenue « Chicago 40, Illinois 


DECEMBER, 1960 











VISIT 


The Largest Display Showrooms 
In This Country 


Market Week's most spectacular variety of individually created displays . . . in the 
largest display showrooms in the country. We have the widest variety of distinctive 
creations in wood, papier mache and plaster available . . . creations which 


inspire prize winning displays. You are cordially invited to inspect this exhibit. 


Visit US 


VICTOR HAIDA DISPLAYS, INC. 


149 West 24th Street, New York 11, N. Y. e CHelsea 3-3540 
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HOLIDAY IN ROME* 
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AN GARDENS 


COME TO WEST XXIV STREET 
AND SEE THE GARDENS OF THE WORLD 





The HEDGES, TOPIARIES, PLANTS, FLOWERS, TREES, 
and SHRUBS found in the gardens of the world can be seen 
during your New York visit... at our beautifully enlarged 
Showrooms... a complete garden setting . . . or do it your- 


self with the huge variety . . . and all budget priced. 


DECORATIVE PLANT CORP. 


136 WEST 24th STREET, NEW YORK, N. Y. 
*WIN A HOLIDAY IN ROME DURING MARKET WEEK — SPONSORED BY N.A.D.I. 


WORKS 
OF THE 
MASTERS 


WIGS FOR YOUR MANNEQUINS 


BY Gruul Cov ORIGINATOR 
OF THE MANNEQUIN WIG °:z~ 
YOU ARE INVITED TO OUR STYLE PREVIEW AT THE N.A.D.I. MARKET 


WEEK, DECEMBER 4-8, ROOM 405, NEW YORK TRADE SHOW BLDG. 


EMIL CORSILLO, INC., 1343 NORTH LA BREA, HOLLYWOOD, CALIFORNIA/DISTRIBUTED ONLY BY LEADING 
MANNEQUIN MANUFACTURERS, MANNEQUIN REFINISHERS, DISPLAY JOBBERS THROUGHOUT THE WORLD 


DISPLAY WORLD 
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BLISS DISPLAY C 
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iting during N. 
“Spring Market Week” 
Room 534 —N. Y. Trade Show Bldg. 


Exhib 








CLASSIFICATIONS 


Women's Dresses 
Women's Blouses, Sweat- 
ers, Sportswear 
Women's Coats, Suits 
Furs 

Bridal Displays 

Millinery 

Lingerie 

Foundation Garments 
Women's Shoes 
Women's Hosiery 

Bags, Gloves, Accessories 
Cosmetics, Perfumes 
Women's Bathing Suits, 
Beach Wear 

Women's Evening Wear 
Mother's Day Displays 
Children's and Infants’ 
Wear 

Teenage Apparel 

Men's Clothing 

Men's Shirts, Neckwear 
Men's Hats 

Men's Shoes 

Men's Robes, Pajamas, 
Underwear 

Men's Evening Wear 
Men's Sportswear, Bath- 
ing Suits 

Father's Day Displays 
Yard Goods, Curtains, 
Draperies 

Notions 

Linens, Bedding 
Furniture 

House Furnishings, Rugs 
Paints, Wallpaper 
Jewelry, Watches 
China, Glassware, Silver- 
ware 

Toys 

Luggage 

Sporting Goods 

Musical Instruments, 
Phonographs, Records 
Radios, Television Sets 
Office Equipment, Sup- 
plies 

Books, Greeting Cards, 
Stationery 

Drugs 

Groceries 

. Candy, Nuts 

Liavor, Bottled Goods 
Hardware, Garden Sup- 
plies 

Auto Showrooms 

Major Appliances 
Minor Appliances 
Utility Service 

Bank, Savings Institution 
Photographic Equipment 
. Travel Displays 

Exhibit Booths 

Floats 

Spring-Easter Promotions 
Style Show Settings 
Civic, Institutional 

. Thanksgiving, Independ- 
ence Day Displays 
Special Event Promotions 
Christmas Institutional 


. Christmas Merchandise 
. Christmas Interior 
. Christmas Exterior 


National Advertiser's 
Display Units 
Miscellaneous 


DISPLAY 


ENTER NOW! 


1960 © 


International S50} 


DISPLAY CONTEST 


DISPLAY WORLD's big contest for 1960 is now underway. Decide now to take 
part. There are 65 merchandise and service classifications, and every dis- 
playman is eligible for the plaques and medal awards. This Twelfth International 
Display Contest — with 210 awards — will continue to prove an incentive to still 
better display throughout the world and to reward outstanding displaymen with 
tangible evidence of their ability. It is our belief that this recognition of meritorious 
work will benefit the entire profession, and we view it as one of our obligations to the 
field we serve. All displaymen are invited to participate. There are no restrictions. 


Top awards will be beautiful gold, silver and bronze plaques, and there will be gold, 
silver and bronze medals presented in each of 65 classifications covering every type 
of merchandise. In addition, a gold medal will be awarded each month for the best 
display entered in the contest during that month. Thus there will be a total of 
210 awards. 


Every displayman, no matter where, is invited to participate in this contest. There 
are no strings attached, no entry blanks, no slogan-writing; nothing is required but 
good displays. Read the rules carefully and get your entries started today . . . and 
keep them coming. The more entries submitted, the better your chances for 
international recognition. 





the monthly gold medal award for the “Display of 





. Any displayman in the world may enter this con- 


test; it is not necessar, to be a subscriber to 
DISPLAY WORLD. 


. All entries must be of displays installed during 


the year 1960, except those 1959 displays received 
after the December 31, 1959, deadline. 


. Entry is by means of one or more unmounted 


black-and-white glossy photographs, preferably 8 
x 10 inches in size. As many entries may be made 
as desired. No entries will be returned. 


- Each photograph must be clearly marked on the 


back with the name of the entrant, store, city, and 
contest classification. Example: “John Jones, Dex- 
ter & Sons, Kansas City, Mo. Classification No. 46.” 


. All entries become the property of DISPLAY 


WORLD. 


- All entries must be sent to Contest Editor, DISPLAY 


WORLD, Cincinnati 1. 


. Entries may be submitted at any time. All entries 


received during a given month will be judged for 


the Month.” All entries must be received not later 
than December 31, 1960. Entries received after this 
date will be entered automatically in the 1961 
contest. 


. The entry judged best in its classification will re- 


ceive 3 points and a gold medal; second best, 2 
points and a silver medal; third best, 1 point and 
a bronze medal. The entrant who receives the 
greatest number of points will be awarded a gold 
plaque, suitably engraved; the one receiving the 
second greatest total number of points will receive 
a silver plaque; the third greatest total number of 
points, a bronze plaque. 


. Each photograph entered will be eligible for only 


one classification. 


. Judging for the annual awards will be done by an 


outstanding board of well-known display cauthori- 
ties. Their decisions will be final. 


. Judging for the monthly “Display of the Month” 


gold medal award will be done by the editorial 
staff of DISPLAY WORLD. Their decision will be 
final 


- In case of a tie, duplicate awards will be made. 











Mail Your Entries 


to Contest Editor 


DISPLAY WORLD 


Cincinnati 1, Ohio 
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meet her 


face to face! 
who is she? 


she’s one of Veda’s beautiful 
new high fashion Southern Belles! 


what will she be wearing? 


only 


BAZAAR 


knows for sure! 
....+ but you can be sure 
she'll be marvelous .. . 
she’ll be elegant... . 
she'll be strictly Harper’s BAZAAR! 


the OCCASION? 
HARPER’S BAZAAR and beau monde 


are jointly presenting an exciting FASHION SHOW to introduce Veda’s 


newest high fashion BEAU MONDE mannequins, exquisitely gowned and 
accessorized by top fashion experts of the Harper's BAZAAR staff! 
Your hosts will be Veda and Ed, who invite you to meet the 
‘mystery gal’ and over thirty other new ‘Belles’... and a wonderful 


group of new PETITE JUNIORS and YOUNG EXECUTIVES! It’s a show 


guaranteed to whet your appetite and send your fashion pulse sky high! 


The Place? WASHINGTON ROOM, HOTEL NEW YORKER 
NEW YORK CITY 


The Dates? December 4th through 6th (Market Week) 


After Market Week, see the new beau mondes in our 
New York showroom at 11 West 42nd Street. 
Meet our consultant, Ed Cranston, or telephone him at LOngacre 5-6610. 


beau monde 


mannequin division of American Fixture Inc., Saint Louis 3, Missouri 
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1961 


DIRECT IMPORTERS 


our line is ready 


Paper Forsythia & Magnolias 


Paper & Cloth Ivy 


Paper & Cloth Philandendron 


Paper & Cloth Tulips 


Paper Lilacs & Geraniums 


Paper & Cloth Wisteria 
Paper & Clo h Daisies 
Paper Azaleas 

Cloth Easterlilies 

Cloth Mimosa Sprays 
Rose Sprays 


Paper Cherry & Apple-Blossoms 
Cloth Branched Carnations & Heads 


Paper Carnations 


Cloth Birch Leaf Sprays 

Plastic Foliage & Flower Sprays 
Plastic Foliage & Flower Garlands 
36” & 60” White Lace Parasols 

36” & 60” Matgold Parasols 

36” Parchment Parasols 

3-Ball Hanging Lantern Unit 
Folding Parchment Tassel Lanterns 
Palmetto Leaves, green painted 
Mercerized & Silk Rayon Machine Cotton 
Natural Reed Twist 12” x 10’ 
Natural Reed Screens 6’ x 15’ 
Small & Large Nylon Butterflies 
Natural & Paper Stake Vining 
Cotton & Rayon Roping 

Natural Bamboo Bird Cages 

Colored 8 ft. Birch Poles 

Colored Leaf Branches 36” 

30” and 36” Woven Rattan Circles 
Oak & Birch Poles 

Cherry Branches (30” Crowns) 
Feather Birds 

Grassmats 

Moro Mats 3 x 26 

Woven Tonga Mats 4 x 8&’ 

Natural & Honey Color Bamboo Pole 


Natural & Honey Color Fishing Pole 

Bamboo & Rattan Chains 

Mahogany Woven Panels 4 x 8 

Rattan Cages and Animals 

Folding Bamboo Lattices—2 x 6 and 
4 x 8’ 

Bamboo Curtains 3’ x &’ 

Wood Chip Pine and Cedar Blinds 

Seine Nets With Floats 

Fishnet 2 x 5 yds. and 2 x 10 yards 

Yucca Poles—natural and colored 

Coconuts & Coco Fibre 

Sea-shells, fans & Starfish 

Wicker Platforms & Glode Units 

Wicker Birds 

Natural Raffia 

Green Prepared Smilax 

Plastic Colored Tube Twist 12” x 10 

Folding White Lattices 22 x 6 & 30 x 10 

36” Redwood and White Wagon Wheels 

Green Prepared Cycas & Phoenix lvs 

Prepared Adiantum Fern 

Painted Wired Areca Leaves 

Woven Hats 

Sandblasted Manzanitas 2 2 & 3 

Natural Manzanitas 2’, 3’ & 5’ 


Many Other Flowers & Foliages, Display Units from Hong Kong, Japan, 
Mexico, Italy and Spain. 


LOUIS SCHNEIDER CORP. 


6SECOND STREET 


NEW YORK CITY 3 








+ RC D y Assembled in a mere 30 seconds without tools 
5 U of any kind! Built of 144” tubing and finished to 
perfection in chrome and baked black enamel. 


CGERTIE’S 



































TRIPLE BAR RACK 


—Ideal for separates, of 


x 





SINGLE BAR RACK —or 
114” steel tubing, black 
frame and 5 foot chrome 
hang rails: 

R-75 SBR 48” high $22.00 

R-75 SBR 62” high $24.00 
(available with brass hang 
rails and casters at extra cost). 





Shipped F 0B Los Angeles, California 


114” steel tubing in black 
and chrome: 0) 542) 3 ame) yh 


R-77 TBR 69” high $40.00 


from one of America’s quality desig designers and 


manufacturers of iron, brass and plastic displays. 


BELM 


DOUBLE BAR RACK — 114,” black frame steel tubing. 


ONT 





5 foot hang rails of sparkling chrome. Priced right for your 8021 Melrose Avenue « Los Angeles 46, California * OLive 3-4650 
store: R-76 DBR 48” high $30.00 


_R-76 DBR 62” high $32.00 ae DISTRIBUTOR AND JOBBER INQUIRIES 
oo sss ae ae ae INVITED FOR MANY AREAS IN THE US. 
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Period Lighting Fixtures, many 
new and unusual designs, in 
solid brass. Glass-Ball-Chain 
Assemblies, for beautiful divid- 
ers and backdrops. Solid Brass 
decorative ST ANCHIONS with 
decorative Chains, also with 


linked Glass Chains. 











ASS BUBBLES 


THE SEA BECK- 
ONS. All Colors Glass 
Floats from 3” up to 
12” in diameter with 
nets and in sacks. 


Natural SEA shell as- 


sortments. 


Beautiful imported 
Basketware. 


Fancy Demijohns and A Pleasure Loving SATYRS, 29” come in Pairs, perfect 
Bottles in Wicker and NN replicas of the Old Greek Originals. CUPID under Fountain, 
in Bright Colored } buoyant teasing Angel of Love floats in ecstasy. Italian 
Plastics. ! Baroque. 


Large number of beautiful replicas of Greek, Roman and old 
French Sculptures. 


KENBURY GLASS WORKS 


You are cordially invited to visit our Showrooms at 


DISPLAY CENTER, 400— 8th Avenue in congenial atmosphere — Refreshments. 


LIMOUSINE SERVICE FROM NADI HEADQUARTERS AT YOUR SERVICE. 


(Office and Factory: 132 West 14th Street, New York Il, N. Y.) 


DECEMBER, 1960 








DON’T FIDDLE HROUND 


See our NEW Displays, Fixtures (SF Accessories Inspired by SHIBUI 


JADI Spring Market Wee 


December 4 thru 8 1+ ROOM 430 + New York Trade Show Building 


INTRODUCING 


Shibui Green 





ty 


...a mastery of elegance in color... 
simplicity of naturalness... always 
interesting with a depth of character. 


6 
<4 
s 


ee 


Flower Carts 
Bird Cages ° 
Utility Tables 
Background Screens ER ROCRAFT 
Dividers + Easels 
Card Holders Morganfield Kentucky 
Centerpieces 
Chandeliers 














TARNISH 
PROOF 


DISPLAY WORLD 





YOU CAN DO ALMOST ANYTHING WITH 


GRASS MATTING 


CUT IT - DRAPE IT - SHAPE IT 
TINT IT - PAINT IT - FLOCK IT 


Never was there a more versatile all-season 
material for the display artist. Use it for panels, 
free forms, boxwood and fancy hedges, thatched 
roofs, trees and palm fronds. Made of 

finest imported raffia with sturdy burlap base 

and smooth stitched binding. A rich natural green 


background to show off all kinds of merchandise. 


Check what you want and mail the handy coupon below ~ & 
en ee Pa te J 


yeu 


HAMBURG. NEW YORK 


EATON BROS. CORP., Display Division, Hamburg, N. Y. 
Please send me, free of charge: 

| A I2" | f t v 

a 2'' sample of Eaton Velivety Grass Display Division 
| “Idea Stimulator’ booklet showing over 70 uses 


Name and address of my nearest jobber 


Pe eiinctnntinninne 
Pets hinrnientinectinssiin 
a 
FR ecrtenscntansenents 


| 
| 
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TF, Al Sobber 


lle invitation to visit our Tie York ne al 163 W 23rd St. 
durin e month of ecember for any other time durin e year}. 
luring the month of December (or any other time during the year) 


Consistent with our continuing effort to present the new and unusual for every 


season and special requirements, we will have many innovating ideas for your 
viewing. 


EXTRA ADDED ATTRACTION! 


For those early birds who like to plan well in advance — we will have a large part of our new 
Fall and Christmas lines ready to preview. 


WARNING !! 


Our variety can be the spice of your life. Plan to look in leisure. Those customers who visited 
us during the last Market Week stayed much longer than they originally planned — and it 
wasn't our “handsome” sales force that held their attention, either. 


WE LOOK FORWARD TO SEEING YOU 


( ALgonquin 5-2447 
TELEPHONE NUMBERS: » Algonquin 5-244| 


Hub Floral Manufacturing Co. 
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Pardon us for name dropping but were p 
these fine stores recently selected our modern display 


‘ x 155 WEST 23RD STREET, NEW YORK 11, N.Y 
ixtures. LEO PRAGER, ING. siccsciactcon 
7 — 9 A® TRADE SHOW BLDG —ROOMS 438-439-441 
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or, Kaufhof Department Store 
West Germany 


Dre 
( ologne, 
For the few who are unfamiliar with Mr. 
Schlipphacke’s display accomplishments in the 
United States: in DISPLAY WORLD'S 
International Contest he won the silver plaque 
for second place in 1952 ... the gold plaque for 
first place in 1953 and 1954... in total, 24 
gold medals, 17 silver medals and 12 bronze 
medals ... since 1954 he has retired from the 
contest though under his leadership in the 
Kaufhof chain several of his display directors 
have since won both plaques and medals 
the mark of a true champion. 


D1 play 


Wing’s Distributors: 
@ Baltimore: 
Materials @ Chicago: 
@ Minneapolis: Shu: 
@ San Francisco: 


Display Industries, Im 


Nuff, Ine 


@ Boston: 
Display Equipment Corp. © 
@ Phoenix: 


Sylvan Cohen Display, Ince 


Model Manikin & Display 


‘ 
4 


® International award-winning Hermann Schlipphacke . . . perhaps the greatest active display 
man, has singled out Wing’s Success Display as being the fashion world’s most exciting and 
dramatic new merchandising system. 

Mr. Schlipphacke said, “Jn my experience I have seen many types of display equipment, but 
none can compare with the Wing system for high standards of craftsmanship, quality of matertal and 
creative flexibility. The fixtures are so beautifully designed and built that one must hesitate before 
covering them with even the finest garments. In working with the Wing system tt becomes apparent tt 
was designed with great forethought as to bringing out the most in displaymen’s own imagination.’ 


We are not all ‘‘champions”’ though with Wing’s Success equipment your displays too, 


will take on that “award-winning look.”’ 

If you haven’t had the opportunity to view this dramatic equipment, call for an appointment 
at our suite in New York’s Display Center seventh floor, 400 Eighth Avenue (at 30th 
Street) ... CHickering 4-1418 . . . or drop in to see one of our friendly distributors. Our ‘‘Selling- 


Power’’ Manual is now available for $5.00. 


Manufactured and sold in the United States by 
| WING'S SUCCESS WILSON RESEARCH CORPORATION 
| 2001 Peninsula Drive + P.O. Box 5037 
Erie, Pennsylvania +» TEmple 3-0112 


’ 


. Chariotte, NM. C.: Th ympson Display 
Maharam Fabric Corp. @ Miemi: Morty Fay 
Cohen Co. @ Salt Lake City: Poo! 


Rindle: @ New York City: Display City 


Trimming Co., Inc. @ Buffalo: Bison Display Fixture Co 
Dixon, Inc. @ Les Angeles: 
@ Pittsburgh: Art R 
@ Seattie: 


Ave 


F eine 


Denver: ©. A. Displays, Im 


Display Fixture Ce 


Nu-Era Display, In Display Cente: 


400 Eighth 


@ St. Louis: 
Inec.. 


See the exciting Wing booth during the NADI show, Room 339, New York Trade Show Building, Dec. 4-8. 








GREATEST BOOK ON DISPLAY 


Ever Published, Say Country's Leading Display Authorities 
NOW IN ITS THIRD EDITION 


DYNAMIC 
DISPLAY 


TECHNIQUE AND PRACTICE 
By FRANK J. BERNARD 
Contains Everything 


ABOUT DISPLAY 
— You Must Have A Copy 


...to make your displays sell more goods faster 
... it's the kind of book you have been waiting for 
... its a necessity for everyone engaged in display 
or using displays 


SIZE 9 x 12 INCHES — CLOTH BOUND 


268 pages 


MORE THAN 


600 illustrations 


The publishers of DISPLAY WORLD for years have sought a 
modern text and reference display manual of this kind and now, 
in DYNAMIC DISPLAY, they offer a long-needed book which 
everyone in display will be proud to own. It is a complete 
treatment of modern display technique and practice. The 
student will find it a sure guide to display techniques and a real 

: help toward steady improvement and perfection in his work. 

Endorsed by the country S For the experienced and professional displayman it is rich in 

foremost display directors. display ideas and an invaluable reference work —jin fact, a 

display library in itself. Retailers, both large and small, will 

find it a positive guide to good selling displays. The author 

> draws freely on his wide experience to explain each facet of 
PRICE POSTP AID retail display and shows by photographs and sketches the 
practical application of display techniques for modern displays 

. . ' that sell. Display problems and their solutions are explained in 

Immediate Delivery: detail. It gives display a scientific background to make the 
medium of display more powerful and effective. Study the 

PARTIAL LIST OF CONTENTS partial list of contents and you will realize that this is a book 


Training for Display Work Variations on a Basic Idea you MUST have. Its value to you cannot be measured by its 
Recipe for a Displayman The Display Calendar 


Common Errors in Display Layout of Merchandise 


Working Methods Display of 19 Different Wares Ord y ( NOW! 
Application of Art in Display Small Windows er our opy a 


Abstract Art in Display The Store Front 

Technique of Painting Interior Display 

Technique of Enlarging Expositions and Trade Fairs 
Eye-Catchers Decorations on the Store Front 
Paper Sculpture The Flower in Display 

Display Materials Color 

Papier Mache Paints, Binders and Thinners 
Balance and Symmetry in Display Lettering and Display Signs 
Line and Form in Display Lighting 

Principles of Contrast Animation in Display 

How to Master the Space Problem Figure Draping 

Preparatory Work Display Fixtures 

The Window Plan Economy and Good Housekeeping 
Birth of a Show Window The Workshop 

Display on a Small Budget Windows of the World 
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reasonable cost. 


DISPLAY WORLD, Cincinnati 1, Ohio 


[] Please send me postpaid a copy of DYNAMIC DISPLAY, for 
which $10.00 is enclosed. 

[] Please send me a copy of DYNAMIC DISPLAY and enter or 
extend my subscription to DISPLAY WORLD for one year, for 
which $14.00 is enclosed, a cash saving of $1.00. (All foreign 
combination orders except Canada $1.00 additional.) 








STREET.......... 
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art mfg. co. 
1147 west ohio st. ° chicago 22, illinois 
FLitlimy SHOWROOMS: CHICAGO - NEW YORK -~- DALLAS 
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The Fountain of Trevi at mahHaram 


DISPLAY CENTER OF AMERICA... 
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THE STORY GOES... 
that he who casts a coin 


: — 4 
; — 
Rey ANNA ERIS OO NS NN OO ARB ™ 


into the Fountain of Trevi 
will return to Rome. 
...and he who casts his lot 
with Maharam will return 
each year to find our 
fountain overflowing with 
a magnificent array of ex- 
citing new Display Fabrics, 
splendid new Display 
Papers and glittering new 
Display Accessories, Novel- 
ties and Imports. 


You are cordially invited 
to visit The Fountain of Trevi at the... 


N.A.D.1. SPRING MARKET WEEK 


New York Trade Show Building, 500 8th Ave., New York City 
cicaneiamaaial Rooms 446, 447—Sunday-Thursday, Dec. 4th to Dec. 8th 


ef ereec at sepenteds 
lL, 
Sanaa ’ MAHARA/MWA FABRIC CORPORATION 
~~ NEW YORK: 130 WEST 46th STREET 
CHICAGO: 412-20 NO. ORLEANS STREET 
LOS ANGELES: 1113 SO. LOS ANGELES STREET 
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YOUR WELCOME 
ls Always Warm at 
MADISONIA MANIKINS, INC. 


America’s Largest Manikin Refinishers 





Visit Our Showroom to see our 
€ » @New 
+. Plastic 


tn, nl 
g \ Manikins 


: \, @ Refinishing 


<% 
% 


@ Manicaddies 


@ Rentals 
and 
Rental 
Purchase 
Plans 


EASY — FAST 
NO LIFTING 


Single-Unit Caddy » Latest 
Four-Unit Caddy , Style 


Wigs 
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152 West 25th St. CHelsea 3-1550 ° New York |, N. Y. 
|! S. Desplaines DEarborn 2-6818 * Chicago 64, Ill. 
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As any conscientious displayman who attends Market Weeks will tell 
you, there is no substitute for seeing the products of the display 
industry first-hand at these semi-annual events. No matter how 
thorough the presentations made by salesmen and jobbers in your office, 
there is no substitute for personal observations and comparisons. 


How any store can deprive its display manager of this opportunity 
is beyond comprehension. The nominal expense (investment is a better 
term) will pay off inevitably in improved displays, better informed 
displaymen and more economical operation that will more than offset the 
expenditure. With Spring-Summer Market Week coming early this year 
(December 4-8 at New York City) there are certainly few valid excuses 
for not attending. 


We'll be looking for you. Drop by and visit with us at our usual 
second floor location in the New York Trade Show Building. 


Americans have just elected another President and proved again 
to the world that differences of opinion do not necessarily mean a 
divided nation. For a citizen not to have been fully informed concerning 
most of the vital issues of the campaign he would have had to keep his 
head under a rock for the past six months. Display had at least a minor 


role in spreading the word. Many stores, particularly around convention 
time, included effective presentations of the candidates in their 
display schedules. I didn't hear of any store really taking sides. 


Owners of at least two empty stores in practically every city of 
consequence had good reason to rejoice, for occupancy was assured for at 
least the duration of the campaign by one or the other of the parties. 
But did you ever see such atrocious display hodge-podge tossed 
nonchalantly into the windows of these campaign headquarters! You would 
think that all the master-minds who developed the comprehensive 
television, newspaper, billboard, hat band, lapel button ad--vertising 
infinitum would have realized that professionally designed displays to 
sell their candidates would have been a worthwhile economical investment. 
Alas, now the losers have something tangible upon which they can blame 
their failure. 


"Most shoplifters who are apprehended do not consider themselves 
thieves," says an investigator for a private detective agency. "But 
they have to be treated as such by the courts. A lot of shoplifting is 
impulse stealing --a Kind of distortion of the thing called impulse 
buying." That testimonial to the tantalizing power of display at the 
point-of-purloining was "lifted" from a discussion of shoplifting in 
Canada in a recent issue of CANADIAN VARIETY MERCHANDISING. 


I can't imagine a displayman, asking for a raise, convincing his 
boss that his interior displays are so compelling that even poor innocent 
housewives are forced to steal the store blind. But I can imagine many 
a displayman and store manager having long conferences on the subject. 
It's too bad some of these conversations haven't been recorded for the 
benefit of displaymen everywhere faced with the same problems. 


As self-service spreads to more (Please turn to page 74) 





ONLY PRINTASIGN makes your department completely versatile. 
Prints everything from price tickets to a 22” x 28” full sheet— 
on one machine—automatically. ASK US TO PROVE IT! 


S 600% FASTER Printasign produces up to six signs in the time you 
N S now take for one. Keeps Buyers happy—banishes “deadline 
jitters” forever. ASK US TO PROVE IT! 


WH LF IT’S CLEANEST No messy fingers . . . no type to handle, set and 


unset... it’s automatic. ASK US TO PROVE IT! 


Y0 l] IT’S SIMPLE We can train stock girl, part time clerk—anybody— 
to be an expert “signer” quickly, because it’s automatic. ASK 


W US TO PROVE IT! 
A IT PAYS FOR ITSELF Reduces department costs per sign... yet 


makes better signs that increase sales. ASK US TO PROVE IT! 




















ECONOMICAL You can either rent or buy the new Automatic 
PRINTASIGN ... with guaranteed maintenance. 
New Automatic 
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the ONLY truly automatic Sign Machine 





| oats BLOUst 


1.00 


col 


a ee 


* 


rn = A a . = ADVERTISER 
12.95. 


NADI 
Space 
305 and 306 
Trade Show 
Building 


Reynolds Printasign Company 
9830 San Fernando Road 
Pacoima, California. 


MAIL THIS COUPON TCDAY 


No obligation, of course. YES, I want you to prove what Printasign can do for our sign 


production! 


Rush to... 


Name 





OVERSEAS INQUIRIES: 
Store Name 





EUROPE: N. V. Lettergieterij, Amsterdam Bilderdikstraat 163, 


Amsterdam — West, Holland. Address 





AUSTRALIA: Permex Pty. Ltd., 188 Peel Street. 
North Melbourne N. 1. Victoria. Australia 


City Zone___State 








DECEMBER, 1960 





Joseph Wright .. 


.Dayton's 


By VIRGINIA WALKER 


You'll never hear "It can't be done" in the display 


department of this leading Minneapolis department 


store, where its perfectionist display director instills 


pride and creativity in his staff of 28 


—Authentic and imitation coexist 
amiably in the English Garden, 
part of the Gardens of the World 
show ... The stone dog at the 
right and the mammoth stone 
urns are authentic; the stonework 
background is plastic sheeting 
that looks as well as genuine— 


—A wooden, pagoda-like struc- 
ture dominates the Japanese 
Garden ... All of the flowers for 
the show were delivered in a 
heated truck . .. A “covered 
bridge" of plywood was built be- 
tween the truck and Dayton's air 
door to protect the flowers while 
they were being brought in— 


—In the Italian Garden, terra 
cotta figures and an authentic 
Italian-type fountain with ceramic 
lion are shown against a "'tile’ 
background that is really feather- 
weight styrene . . . A lemon tree, 
an Acacia tree and forsythia are 
among the exotic blooms in this 
garden— 


N the center of the whirling activity ot 

Dayton’s display department in the Min 

neapolis loop towers lean, six-foot Joseph 
Wright. Under his direction, paint, back- 
drop, bolts of cloth, mannequins, flitter. 
Howers and all the other props and tools ot 
the display protession are transformed into 
some of the most exciting and imaginative 
displays in the country. 

But Dayton’s displays are not one-man 
shows. 

“Everything, from the small departments 
downstairs to the main floor decorations t 
the gold Christmas tree in the center of the 
Skyroom restaurant, is my _ responsibility 

“It’s ridiculous tor me to pretend that | 
could oversee every detail. The Aquatennial 
Hoat (the local mid-summer celebration) and 
main floor decorations I design. But 1f my 
staff members can’t do an ordinary set ot 
windows or displays in the store, they aren’ 
qualified to be here.” 

Mr. Wright buys most of the materials. 
His staff of 28— one of the largest in the 
country—is free to work out its own ideas 
within these limitations. But they must be 
perfect in every detail. Lack of time or 
money are no excuse to Mr. Wright. 

One of the first comments colleagues and 
friends make of Mr. Wright is that he 1s a 
perfectionist—-some say “damned perfection 
ist.” 

“Of course I'm a perfectionist. What else 
should I be? How can anything be ‘too 
good’ 7” 

He spends weeks on research tor every 
major display promotion. He and his staff 
searched and searched to find the exact shade 
of green for Babar in his Christmas window 
representation of the children’s story, “Babar 
Meets Father Christmas.” He finally found 
it in $12 a yard silk. 

“If we hadn't found it, we would have 
dyed some material. You could have held 
the book next to the windows and seen how 
closely we have followed every detail. [Um 
sure the author would have found nothing 
to object to im our w indows.” 

He carries this thoroughness into every 
phase of his work. Three years ago the 
Dayton float for the Aquatennial Parade was 
hased on “Song of India.” Not only did Mr. 
Wright import authentic saris from India, 
he rented three elephants (sprayed in gold, 
fuchsia and purple to match the float colors) 
to walk in front of the float. His staff spent 
hours painting an Indian rug on the floor 
of the float, authentic in every detail. 


DISPLAY WORLD 





Indomitable Display Director 
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Once, in the middle of winter, he wanted 
some hollyhocks for the set of a “Century of 
Fashion display. He tried every florist in 
town, and finally persuaded one of them to 
fly the flowers in. 

Nothing riles Mr. Wright so much as 
someone telling him “it can’t be done.” Four 
years ago, Mr. Wright decided to put up a 
swag across the face of Dayton’s with 
(christmas and New Year's greetings. He 
called in the “experts” to find out how to do 
it. 

“The engineers told me it couldn't be done. 
The swag would be too heavy. It would pull 
the whole face of the building off. It would 
take a whole year to put up strips to hold 
it in place.” Mr. Wright’s idea was impos- 
sible, they said, with conventional methods 
of construction. 

But Mr. Wright's mind works in uncon- 
ventional channels. He sent the experts away 
and sat down with pencil and paper. Why 
not, he thought, make a pulley arrangement 
that would hook over the roof to hold the 
swag: 

By this time, a month had gone by. The 
swag was constructed from a light-weight 
plastic material and hitched over the root. 
It was up in one month. Dayton’s 278-foot 
decoration illuminated with 5,000. lights 
greeted shoppers, and is is now a familiar 
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—Dayton's is one of the few 
stores in the United States 
that does eleven of its own 
animated Christmas windows 
. . « The designing of the 
windows, the construction of 
figures, the animation, scene 
painting and backdrops are 
all done in Minneapolis . . 

A scene from last year's 
Christmas windows shows 
Babar planning and under- 
taking the search for Father 
Christmas . The stylized 
figures and the background 
painting are accurate re- 
productions of the style of 
the children's book, "Babar 
and Father Christmas,” from 
which the windows were de- 


signed— 


—The Christmas swag is built 
on a relatively light Celatex 
and steel frame .. . It is 
hoisted up in sections 

Each year, the swag gets 
fresh paint and each of its 
5,000 bulbs are replaced, 
using slightly different com- 
binations of the basic red 
and green color scheme— 


—"'Song of India" was one of Day- 
ton's most brilliantly-colored floats 
. . It boasted shades of pink, 
purple, fuchsia and orange ... The 
domes or minarets were gold-leafed 
... All of the detailed mosaic-like 
work on the sides and on the floor 
of the float was hand-painted— 


—The "Century of Fashion" float is 
one of the longest floats on record 
... Its eleven vignettes, chronicling 
fashions from 1856 to 1956, were 
done entirely in shades of pinks 
(from pale to shocking), with gold, 
white and touches of moss green 
. . « Most of the furniture, such as 
the peer glass in the first panel, 
were authentic pieces, painted and 
recovered— 


sight to Minneapolitans during the holiday 
season, 

“These people that say it can't be done 
| call them warts on the ass of progress.” 

Mr. Wright's refusal to acknowledge that 
something “can't be done” is one of the traits 
that has made him so successful. He “fell 
into” display work in 1937. He was just 
graduated from art schools in New York 
(Cooper Union and Pratt Institute). His art 
was good enough to win him prizes at several 
art shows in New York. But he couldn't find 
a job, and he was broke. He had a friend 
in |. Miller's display department. With 
nothing to do, he would often go up and 
hang around his friend’s oftce. 

“My friend’s boss would come in and ask 
‘What happened to that pink fabric?’ and I'd 
tell him it was on the shelf in the corner. 
Or he’d ask where the staples were and I'd 
tell him I had seen them downstairs 
he like me to get them? 

“When my ftriend left, I got his job.” 

From |. Miller's he went to Greneker 
Studios, a mannequin designer and manufac 
turer, where he painted faces and sculpted 
[In 1942, he went to Lord and Taylor’s. H: 
came to Dayton’s at the end of 1942 where 


would 


he was in charge of windows. He staved 


(Piease turn to page 76) 
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New York in December 


For NADI Market Week 


The New York Trade Show Building has little in 


common with the Roman Coliseum ... And the Piazza 


De Spagna resembles not Fifth avenue . . . But the 


twain shall meet December 4-8, when displaymen make 


their pilgrimage to the display capital of the world 


*# display roads lead to New Y ork 

City December 4-8 the 
National Association of Display 
Industries presents its annual Spring- 
Summer Market Week at the New York 


“Springtime 1n 


when 


frade Show Building. 
Rome” is the theme around which this 
recalling the 


Paris 1n 


vear s show iS woven, 


precedent-setting decor ot the “ 
the Spring” theme of the last December 
show 

[In addition to the 


Italian cafes on 


each of the four exhibit floors, serving 
espresso coffee and cookies as well as 
breakfast and lunchtime snacks, there 
will be a drawing for a trip to Rome 
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tor two in the spring as well as daily 
prizes. [his grand prize has been ar 
ranged through the cooperation of Ali- 
talia Airlines. 

\ new teature of the spring show 
will be a “galleria” of spring-summer 
displays submitted by displaymen as 
entries in a contest to be judged by dis- 


SHOW HOURS 


Sunday, Dec. 4: 10 a.m. to 6 p.m. 
Monday, Tuesday and Wednesday, 
Dec. 5, 6 and 7: 9 a.m. to 6 p.m. 
Thursday, Dec. 8: 9 a.m. to 1 p.m. 


attending the show. The 
photos will be shown on the fifth floor. 


playmen 


Rules for the contest are on page 10 of 
this issue. 

At presstime there are 78 exhibitors 
reserving space on the four exhibit 
floors, with many occupying large show 
Still other NADI members will 
exhibit their spring-summer lines only 
at their New York City 
showrooms. Several of these are within 
walking distance of the Trade 
Show Building. Others provide trans- 
portation from in front of this building. 

Most displaymen find that it takes at 
least 


areas, 
permanent 


Cas\ 


three days to comprehensively 
cover all exhibits and 
Market Week. 
tor ample sight-seeing, window-shop- 
ping and the other activities tor which 


showrooms at 
This also allows time 


the city is famous. Almost every visit- 
ing displayman makes it a “must” on 
his agenda to see the 
Radio City Music Hall. 

Downtown 


stage show at 


stores in the past have 
been in the process of changing dis- 
plays on [Tuesday or Wednesday the 
week of the show, so an early trip 
around the stores on Sunday or Monday 
and a last-minute trip late Wednesday 


or Thursday will provide visitors with 
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—One lucky registrant at the forthcoming Spring- 
Summer Market Week and his or her traveling 
_companion will be aboard this luxurious, spacious 
Super DC-8 jet of Alitalia Airlines on their way 
to Rome sometime prior to April 30, 1961 .. . 
This trip for two is the grand prize to be awarded 
by NADI to the winner of a drawing to be held 
on Wednesday, December 7, during the show 
... Entrants must have their special card punched 
by lovely Italian hostesses at six stations through- 


out the four exhibit floors— 


the opportunity to see two trims by 
almost all major stores. Visitors may 
not have the opportunity to see the 
1960 animated displays, which were in- 
stalled on December 10, the last dav of 
the 1959 show. : 

The first day at Market Week is 
spent by most displaymen in touring all 
exhibits at the Trade Show Building 
and making notes of items of interest 
warranting a return visit. Also jobbers 
are particularly active on Sunday and 
Monday. The second day is usually de- 
voted to visiting showrooms in the city, 
several of which serve meals. The third 
day is reported by many display firms 
to be the volume sales day when most 
displaymen, completed their 
preliminary rounds, are ready to talk 
business. 


having 


FASHION FORECAST 


According to Midge Wilson of 
the Color Association of the U. S., 
“the predominant colors for spring 
will be lilacs, the sunny looks 
of soft oranges, yellows and 
apricots, a bright blue, a spring 
(yellowish) green, together with 
the ‘hot pinks.’ There will be some 
beige, but not much emphasis on 
this.” Displaymen might find it 
useful to review this information 
with their fashion coordinators or 
buyers prior to Market Week, so 
that promotions this coming season 
will make the most of the fashion 
colors. Most display firms are aware 
of the current trends and design 
their lines to conform to them. 


dgar Moser, president of NADI, 
and Gabriel M. Valenti, N.\DI execu- 
tive secretary, extend a cordial invita- 
tion to all displaymen to attend Market 
Week and participate in all activities. 
Nowhere else will it be possible to pre- 
view the most outstanding products of 
the display industry at one time and 
place, they remind DISPLAY WORLD 
readers. Many firms report they will be 
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showing new products and techniques 
never before available. All will be 
geared to making your spring and 
summer displays of 1961 the most at- 
tractive and sales productive of any 
previous vear. Whether immediate 


display purchases are made or not, 
Market Week remains as the 
most educational experiences available 


one ot 


to displaymen everywhere, one that 
certainly should this 
December. 


not be mussed 





DIRECTORY OF MARKET WEEK EXHIBITORS 


Aarving Displays, Inc. s cee 
Kurt S. Adler, Inc. 315-317 
Amplex Corporation - “4, 418 
Arts and Flowers Displays, Inc. 424 
Asty Import Company 411 
Atlantic Plastics Co., Inc. Lae 
Wm. L. Baer Co., Inc. 344-345 
Jean Ballin Designs 334-336 
Harry Berkoff “mt 332 
Bliss Display Corp... 534 
Bulkley Dunton & Co., Inc. 203 
Chic Display Co. 402-403 
James A. Cole Co., Inc. “< 408 
Columbia Display Material Co. 401 
Emil Corsillo, Inc. 

Creative Displays, Inc. 3 552 
Creative Promotions of Calif. 500 
Decorative Novelty Co., Inc. 434 
J. P. Denton Co. 338-342 


Display Associates, Inc. 212 
Display 504 


2nd Floor Foyer 
340-341-343 
346-347 
Economy Cover Corp. ‘ 320 
Elect Mfg. Co. ..431-432 
Ev-Ready Advertising, Inc. 551 
Fawnfield Fountains - 201 
Ferro-Craft 430 
Frankel Associates, Inc. ne 328 
Garrison-Wagner Co. 207 
E. W. Gasthoff Co. i 205 
Goldsmith and Sons 4 333 
Imperial Display Corp. 327-329-331 
Kalmo Textiles, Inc. ~ 303 
Kaytee Imports, Inc. ...428 
Gordon Keith Originals 210 
Stuart M. Lerner, Inc. ..415 
S. Liebmann Studio 404 


Display World 
Doerr and Associates 
Duplex Display & Mfg. Co. 


Lombardo and Company 541-546 
Maharam Fabric Corp. 446-447 
Met-Wood Floral Mfrs. 308-309-304-314 
Mileo Mannequins 301 
Mitten’s Display Letters 202 
Morgan Sign Machine Co. “ — 
Nesbit Industries, Inc. 
New Style Studio 442 
Northcraft Lighting Corp. .. 330 
Park Lane Fabrics Co., Inc. 435-437 
Plastic Fabricators 348 
438-439-441 
423-425-426 
422 
548-549-550 
Resident Display, Inc. 433-436 
Reynolds Printasign Co. 305-306 
Rip Studio, Inc. 215 
Sama Plastics : 427-429 
Bernard Schwartz & Co. 307-349 
Showcard Machine Co. 335 
Silvestri Art Mfg. Co. 209 
David & Michael Sloan, Inc. 214 
Spaeth Displays, Inc... 206 


Leo Prager, Inc. 
Puddu and Martinelli .. 
R-Tex Company 

Regal Flower & Display Co. 


Cecilia Staples, Inc. 553 
Dave Starkman 208 
W. L. Stensgaard & Assoc., Inc. 204 
Swivelier Co., Inc. ...321 
412-414-416 
Tero, Inc. ee dd 440 
Thall Plastics & Metals, Inc. 211 
Union Novelty Co., Inc. 444-445 
United Artificial Fruit Co. 545-547 
United States Display Corp. . 443 
Visual Sales Co. 319 
Ben Walters, Inc. 501 
Wing’s Success Display 339 
Wolf and Vine, Inc. 542 
Zafero Studios .. 


Sylvor Company 





GUMP'S (left) 
Al Proom 


The illusion of depth through artwork is personification in 
realism in this window promoting smoke-colored glassware. A 
painting on the back wall included bare trees with autumn- 
colored leaves piled on a rust background ready for burning. 
This feeling continued on the floor of the window with pilings of 
fall leaves and a bamboo rake for added authenticity. Just three 
pieces of the smoke-colored glass surrounded the scene, and the 
basket, also filled with leaves, was cleverly utilized for the 
reader, which simply read, “autumn smoke.” 


AN FRANCISCO DISPLAY BEAT 


HE concentrated shopping area in downtown San Francisco offers one easy 
access to many of the famous stores in a minimum amount of time. This, in 
turn, creates a lively competition among them to hold the shopper's attention 
a little longer than the store down, up or across the street. Display, therefore, 
plays a major role in this scheme, which, undoubtedly, is responsible for many 
clever, spectacular and magnificent compositions consistently being present, 


as these photos show. 
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MACY'S (above) HALE'S — MARKET STREET (above) 
Robert Macfie 


Plaid fashions for the winter months received a campus treatment 
to tie-in with the newly installed “Campus Shop.” Classic columns 
entwined with brown foliage against a smathering of a simulated red 
gia brick wall in the background and brown scatter on the floor composed 
\ forest of ribbon in bright colors suspended at different lengths the desired decor. Action and standing mannequins casually displayed 
which also included metal star bursts, created a jolly, airy atmosphere the plaid separates, with an additional grouping, including accessories, 
Then, everywhere within this heavy thicket of ribbon, glittering like found on the floor by the column. Mr. Macfie’s talent for placing 
: copy conspicuously, yet without detracting from the composition, 
should be noted here, where a large banner-type reader stretched 
captured. They sparkled from the walls, the floor and a white mer across the full length of the window, approximately five feet off the 
chandiser in the foreground Hoor, is used 


James Stewart 


The lowly pots, pans and kindred kitchenware were relegated to a 


station reserved for sparkling treasures by this ingenious presentation 


jewels, glimpses of the many different pieces of merchandise could be 
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By DICK JACHIM 


RANSOHOFFS (right) 
Milton Keller 


Opera may not interest everyone, but it would be difhcult to find a 
damsel who viewed this series of opera windows and did not swell with 
excitement over the gorgeous gowns and their elegant setting in this 
promotion. A crimson and gold damask covered the floor and window 
valances, which were framed with a soft draping of gold metallic fabric. 
Then against a gold background, an exquisite brass chandelier with clear 
crackle glass globes hung from the ceiling. Electrified, it enhanced the 
richness of the scene. Along side it stood the enchantingly costumed 
figure in all her magnificences, radiating ecstatically; this was achieved 
by yellow and rose spots directed on her gown and back wall. 


CITY OF PARIS (right) 
Elmer Diehl 

The elegance in new shades of pink jewelry was richly enhanced by an 
ornate gold decor. A large gold frame bordered the window. This 
blended with a gold back wall of an identical tone. Gold curled ribbon 
bordered the frame and pink, the background. Pink florals, accented with 
some of the jewelry, centered the wall creating an illusion of being framed 
in depth. A treatment of black velvet on the floor with another grouping 
of the jewelry instituted a clean contrast of the separate groupings for 
individual viewing without distraction. 


W & J SLOANE (below) 
Kirk White 


Bed spreads were treated to very comfortable and elegantly designed 


beds in this promotion. And, for added pleasantness, they were placed in 
completely furnished settings. The spreads were in a monochromatic 
scheme from deep olive to tones of gold, and accessorized by matching 
drapery and coordinated furniture items. The window was divided to 
simulate four separate rooms. 
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SAKS FIFTH AVENUE (left) 
Joe Kreis 

First prize in the Michigan Avenue category was awarded to Saks for Joe 
Kreis’s entry in the Lyric Opera contest. The window (not shown) featured a 
mannequin prima donna seated before her dressing table and light-framed mirror. 
She wore an actual costume from an opera. A group of mannequin autograph- 
seekers, who were gathered around her, wore the latest Saks’ fashion. Illustrated 
is one of two adjacent windows which carried out the theme. A blow-up of an 
opera scene photo was mounted on a curved backing for a dimensional illusion. 
Velvet draperies and a railing framed the scene to give shoppers a box-view. Coat, 
dress and accessories on a mannequin represented Saks’ version of opera wear. 


Chicago Salutes 
Lyric Opera 


HE opening of the new Lyric Opera season is always a big event in 

downtown display windows, partly because of the Lyric Opera display 

contest and the prestige of winning it, but mostly because the Opera 
makes a very interesting format for promoting fashions. Almost all the 
big stores along Michigan Avenue and State Street devoted at least 
one window to the Lyric Opera opening. This year Marshall Field's and 
Saks Fifth Avenue won the contest on their respective streets making 
their display personnel duly proud. Among those who did not win but 
made valiant efforts was Wieboldt's, successor to Mandel's. Goldblatt's 
promoted ‘peacock proud" glamor knits. Lytton's took up the cause of 
black and white sportswear in settings of the same colors. And Gilmore's 
premiered a fancy new foundation contraption that is going to be 
attracting crowds across the nation in the coming months. “Italy at 
Carson's,"’ a one-country, two-week import fair, was promoted storewide 


by display, taking up all 42 of the store's windows. It will be featured in 


the January issue. 


HENRY C. LYTTON (left) 
GS. C. Bowen 


Modern design was the key word for a Lytton’s sportswear display. Two manne- 
quins were used to display sweaters, skirt and slacks in bold designs of black and 
white and sharply accenting solid black. Eye-catching three-dimensional designs 
on the back wall were very effective. These were 13-inch square boxes, 2 inches 
deep, fastened to the wall in twos and threes. Tops and bottoms were perforated with 
rows of circular cutouts. The boxes were painted black and white with interiors 
of the opposite color for a dimensional effect. An elliptical shape of folded black 
wallboard balanced the composition. Window Display Manager Bob Busse’s well- 
worded sign read, “Modern art of sportswear sketched in tones of black and white.” 


MARSHALL FIELD (left) 
Virginia Paxson and Staff 

One-of-a-kind evening dresses by well-known designers were featured in Field's 
window saluting the opening of Lyric Opera. First prize — two tickets to one ot 
the season's operas was awarded Field's after it was unanimously selected as 
the best State Street Lyric Opera display. The setting was behind the scenes of 
the opera at an opening night buffet for performers and patrons. Old props, ladders, 
theatrical lights and backdrops created an authentic backstage jumble. Three male 
mannequins in full evening dress were used. All this provided a suitable dramatic 
background against which the very elegant, very expensive dresses sparkled. 
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GOLDBLATT BROTHERS (right) 
Jack Boghosse 

Real peacock feathers were display news as used 
in a series of five windows called, “Be Peacock 
Proud and Beautiful ...” The feathers were used 
to re-create, on large framed panels, the sweeping 
tails of their original owners. The birds’ bodies 
were formed of cutouts glued to the panel. Poles 
supported the panels at each end. Three manne- 
quins wore knitted dresses in the window illus- 
trated. Additional accessories were also displayed. 
All fashions and accessories were keyed to the 
turquoise, blues and browns of the peacock feathers. 
SJackground colors featured burnt tones. 


By RICHARD and LOIS DAY 


WIEBOLDT'’S (right) 
Carl James 

In this window gold sequins, “literally millions,” 
according to Mr. James, were teamed with an out-of- 
sight revolving mirrored ball. The display, alive 
with light and movement, was Wieboldt’s salute 
to the Lyric Opera. He placed two mannequins 
dressed in glittering dresses and furs against a 
sequin-studded black wall and floor. A panel of 
sheer gold lamé was draped to one side, framing 
the figures. A music stand was used for a sign 
holder. Next to it stood a musical instrument— 
in this case a bassoon. The series was titled, “The 
Golden Age of Opera.” 


WM. Y. GILMORE (right) 
Ted Lees 


Rightfully proud was Mr. Lees otf an animated 
foundation display he helped to create. Its jeweled 
off-white, gold and pink frames opened and closed 
like pages in a book presenting, in all, seven 
different full color miniatures of period and cur- 
rent foundation fashions — all authentic. Mr. Lees 
worked a good many months with a mechanical 
engineer in getting a mechanism that would 
produce the effect he wanted. He “sweated blood,” 
he said, until the hand-made display was premiered 
in his own display window. It ran fine and he 
found that the public reaction was excellent. The 
easy-to-take-apart unit is now on tour of other 
stores across the nation. 
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For Tablecloths, Napkins . 


@ A teapot and a cup are standing on fabric-covered 
flat boards joined by a tablecloth of contrasting 
patternless fabric. 

@ Background is mildly patterned tablecloth over- 
lapped at the top by a solid scalloped valance. 

@ Other tablecloths- seem to surround the central 
grouping, and stress the variety of patterns and 
colors available. 








‘Triumphant White” 


@ A tent borrowed from antiquity is made with white 
linens, decorated with a few colored towels. 

@ Small cutouts of crowns or fleur-de-lys are attached to 
contrasting background and to floor. 

@ Purple or royal blue and golden details predominate 
against the white. 














“White Everywhere” 


@ Broad swaths of white paint sweep 
across the black background. 

@ Scaffold containing paint cans, brushes 

and other paraphernalia of house 
painters is suspended against the back 
wall. 
White linens, towels are displayed in 
stacks on another scaffold near window 
front, along with other paint cans, etc. 
Signs reading “Wet Paint,” “White 
Everywhere” are attached directly to 
glass. 
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“Grecian White” 


@ This idea can be expanded into a series of windows with 
various Grecian props providing the setting. 

@ The figure is a cutout or mannequin draped in a white peplum 
—different antique garb in various windows. Copy the poses 
and costumes from Grecian urns, etc. 

Rear columns of wood, plastic or even taut-stretched linens 
are set out from back wall on top of risers. 

Spotlights hidden behind risers are focussed on back wall as 
a dramatic effect and for contrast. 

Linens can be topped with winner’s laurel crown. 


Happy Mother Hubbard 
Fills Her Cupboard .. . 


@ No bone for Fido, but plenty of lovely, soft linens for her 
family in this ornate cupboard stacked — not stuffed — 
with linens, towels, tablecloths, and all kinds of white goods. 

03 Mother floats into the scene bearing another stack for 
@ asi YZ) ee the top shelf. 
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The French Fleur-de-Lys . 


@ A paper sculpture in white is adorned with a 


golden crown and green foliage. cm 

@ Any type of distinguished official crests or ae : 
plaques can be substituted. ‘ »* 

@ Object is to give an impression of quality and | \4 
dignity to the higher-priced lines of towels and 
linens displayed. 
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TOURING... 


Marshall Field's 
Maytair Store, 


Wauwatosa, Wisc. 


Architects: Loebl, Scholssman & Bennett, Chicago 


Architecture & Design: John T. Moss, vice-president, Marshall 
Field and Company, Chicago 


Tre visitor to Marshall Field & Company's large, recently 

opened (288,500 square feet) Mayfair store located in Wau- 
watosa, Wisc., is immediately impressed with the authenticity 
and quality of its surroundings, furnishings and decoration. 
There is an extensive use of rare woods, natural stone, brick, 
anodized metals, quality fixtures and carpeting. 


The store is planned throughout to enhance the prestige of 
the Marshall Field & Company name and merchandise. 


Although ample attention has been paid to free flow of 
traffic and to encouragement of self-selection and assortment 
selling, a feeling of individual shops is achieved by skillful use 
of various colors, display units, drop ceiling panels, and place- 
ment of fixtures, dividers and carpeting. There is a special 
fascination about each section in that special art objects have 
been added to enhance the character. 


The exterior of the store is suburban in character through 
the use of painted brick, lannonstone and wood. The selling 
area is housed on three levels. There are ten store entrances, 
nine opening onto the Mall Level, one opening onto the 
Lower Level. Malls, covered for protection, connect the 
various buildings and stores of this attractive suburban Mil- 
waukee shopping center. Entrances on the south side of the 
store lead to this mall. 


The Mayfair store sets out to achieve a suburban atmo- 
sphere of casualness and beauty, and at the same time offers 
the customer a wide variety of merchandise and services. 


HIGHLIGHTS OF OTHER DEPARTMENTS NOT SHOWN: 
MILLINERY: Paldoa wood paneling offsets the painted brick wall 


on which a large, oval sign identifying the Millinery section hangs. 
The specially designed tables in soft green have plastic laminated 
tops. Paldoa wood frames the mirrors. The brass table legs and 
display units add a polished touch. The metal cornice over the 
self-selection wall fixtures repeats the oval shape of the Millinery 


Sign 


LUGGAGE: Distinctive screens woven of barn red and natural 
leather, and framed in ash paneling, set off this section. All the 
effective shelves and luggage display platforms are carpeted. An 
old antique hat box, the mark of the luggage shop, is suspended over 
the section. Magnesium terrazzo flooring is used throughout the 
luggage section 


GLOBETROTTER SHOP: This shop handles fashion import mer 
chandise exclusively. The showcases and wall fixtures are typical 
of those used throughout this “Mayfair” store. The white cornice 
has a wave motif used in connection with an antique ship’s figure 
head. Copies of old railroad lamps tie-in with the feeling of world 
travel. Blue fixtures contrast the painted white brick wall. The 
flooring 1s magnesium terrazzo. 


—Photos courtesy Retail Reporting Bureau, 10! Fifth avenue, New York 
City, publishers of window and interior display reporting services— 
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FINE JEWELRY & CLOCKS: Paldao wood is used profusely 
in display units. The large showcase on the right was specially 
designed to display clocks. Dark and light shades of blue in 
display units and fixtures create a distinctive atmosphere. 
The area is carpeted to emphasize the elegance of this fine 
jewelry shop. 


MARGHAB SHOP: Winter ash wood was used on the ex- 
terior and the interior of this exclusive shop devoted to fine 
linens. The facade has a traditional feeling. Inside, the lux- 
urious atmosphere is created by the use of soft blues and com- 
fortable furniture. The walls are papered with blue silk wall- 
paper and a pale blue floral carpet covers the floor. In the 
rear, directly under the glass enclosed display cases, are 
narrow drawers used for merchandise. A Viennese crystal 
chandelier hangs from the center of the ceiling. Various table 
settings inside the shop display merchandise. 


FIELDS AFAR: This bright section carries imported specialty 
items and imported home accessories from all over the world. The 
show cases are specially designed and lighted to show this exciting 
merchandise. Paldao wood paneling, with white wooden inserts, 
separate this specialty shop from surrounding areas. This elegant 
corner is a world in itself. 


LOUNGING APPAREL: This section, done in pale pink and grey, 
was designed with a dropped ceiling to provide intimacy. The dis- 
play units have grey baked enamel metal frames. The end sections 
of these units are plastic laminate. The fitting rooms are located 
behind the louvered wall. Above the display unit in the background, 
hangs a pink ribboned sign designed to resemble a stylized corset. 
The soft pink and grey rug was made specially for this section. 
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LADIES' SHOES: Every element in this elegant salon was 
designed to point up its oval shape. The low display cases on 
the right, and the wide fretwork just above the cases, form 
one side of the oval. The opposite wall, hung with teak-framed 
sections of wallpaper, completes the oval design. The light 
blues and soft greens used on this wall are repeated in the 
specially designed floral rug, and in the blue leather teak 
chairs and the spruce-green leather sofas. The chandelier with 
oval lights is made of brass and teak. It was especially de- 
signed to fit in this room. 


MEN'S SPORTSWEAR: Here's a masculine shop that is clean, 
open and well planned to encourage self-selection and brows- 
ing. Overhead treatment is pecky cypress vertical boarding 
mounted on 7/4-inch panels and painted in barn red. Self- 
selection units on the floor are mustard plastic laminate. The 
metal frames are 37/4-inch square copper tubing. Old lantern 
fixtures add to the decor in this section. 


HOUSE & TOWN SECTION: The off-white gables atop the 
display units carry out the theme of this section. The fitting rooms 
are directly behind these display units. The pale blue and off-white 
color scheme of the walls is repeated in the blue and beige hounds- 
tooth checked rug. The display cabinets are of teak wood, matching 
the base of the chandelier. 
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BETTER DRESSES: Contrasting shades of blue predominate in 
the decor of this very spacious section. A pale blue rug sets 
off the darker colored chairs and couches. Display cases are 
lined with a soft biue wallpaper. In the background, above 
the suits and coats, is a papered wall hung with oval frames. 
The light fixtures hung on this wall are a muted barn red. At 
the right, the mannequin is seated on front of a panel of 7/4- 
inch strips of wood in light yellow. The old weather vane and 
the French postman lend an air of sophistication. Teak wood 
predominates throughout this section. 


ROTUNDA ENTRANCE TO FUR SALON: Wormy chestnut 
pylons create a central, circular entrance to the individual 
special shops including the Fur Salon, Mayfair 28 Shop and the 
Bride's Room. Twelve small crystal chandeliers, made of 
French bakery lights, emphasize the circular effect. Looking 
through the circle is the Fur Salon with its pecky cypress walls 
painted a soft blue to set off the fur pieces. The room is car- 
peted with a soft blue-green rug. Wall sconces hang over 
the antique sofa. 


MEN’S SHIRTS: Pin-stripe walls above glassed-in display cases 
are the identifying mark of this section. At the left, against the 
highly polished ash wood wall, stands a symbol of the Old Tailor 
Shop. The decor throughout this section is white walls against 
white fixtures. A copy of an old lantern fixture hangs trom the 


ceiling. (Piease turn to page 90) 
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DELMAN'S SHOE SALON (left) 
Jerry Morgan 

Here’s the kind of simple but effective tie-in with a magazine ad that 
suspends shopper steps. An open magazine is fine (Jerry Morgan and Ric 
Miller used one here), but a blowup is even better. The consumer not only 
sees the merchandise as the art director visualized it, but gets the feel and 
ht of it in terms of the real article. What's more, “As Seen in Vogue” 
never hurts and, with this kind of presentation, certainly helps. An extension 
of this approach would be to show the evolution of the ad from initial sketch 
to final approval. Or, to go one step further, the shopper could be shown 
the progress of the ad along with a selective step-by-step re-creation of the 
painstaking work that went into producing the merchandise. “Artistry and 
(Creativity Are Always in Vogue’ — something along these lines. 


By RAYMOND MASSEY 
(Photos courtesy Virginia Roehl Studios, New York City) 


NE of the most successful welcome-to-our-city tie-ins Manhattan 

has ever witnessed was the cordial flags-flying greeting extended 

Denmark's King Frederik IX and Queen Ingrid. In town for onl 
a few days, their photographs appeared for much longer in all 
manner of displays ... The well-known Peck & Peck look . . . has 
been receiving an intriguing bit of sprucing up,"’ we noted in the 
last issue. In commenting on the sprucing up, we should have men- 
tioned that P&P has recently appointed Raun James display di- 
rector for the New York metropolitan area. Congratulations — and 
keep it up .. . Gerald N. Kurtz, president of Metropolitan Travel 
Display, contributed an interesting piece to the "Display Clinic” 
in the September ASTA Travel News, one of the top “books” in its 
field. Speaking of Herb Buhrman's display-oriented editorial policy 
reminds us that when you're discussing budget allocations for dis- 
play, you won't go wrong in pointing out the amount of hard- 


earned travel dollars used to promote a marketing category that 
accounts for one of the largest advertising outlays in the country. 
When you're in NYC (and we hope you make it soon, especially to 
Spring Market Week), be sure to save time to see what's happening 
in the windows and interiors of tourist offices, air and sea carriers 
and travel agents. 


TIFFANY'S (left) 
Gene Moore 


“This one was an all- time favorite, especially the Coronatic1 blue, which 
we ‘re going to use again,” said Ron B. Prybycien, assistant display director. 
“It was fantastic with the strip lights or it. Funny thing: The woman who 
invented the Wiss scalloping and pinking shears came by and was delighted 
to see we'd used her products. Then one of the big ad agencies called and 
said that one of their clients had asked them to send out photographs of 
the windows to show their people outside of New York what they were 
looking for in display. Wonderful response, to say the least.” Appropriately 
cut — or scalloped — white drawing paper was used to set off the flower 
clips. Lighting included half a dozen baby spots and four auto spots with 
turquoise and medium- and midnight-blue filters. 
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COUNTESS MARA (right) 
David J. Cramer 

David J. Cramer, Peck & Peck’s national display director, is all 
over the place. Here, after a full day selling women’s fashions, he 
decided to pick up his freelance and tie one on. The result — which 
speaks for itself with sure-voiced masculinity — shows his mettle in 
the manly world of armor and after-shave lotion. 


FRANKLIN SIMON (right) 
Wilmer Weiss 

Wilmer Weiss and Jess Sweeney have chartered a new visual 
merchandising direction: They’re out to paraphrase an old Continental 
saying so that it reads, “A display without wine is like a day without 
sunshine.” The result shown here is a corker, as bright in con- 
ception and execution as the sparkle in the bottles. Which reminds 
us: Champagne, like Europe, is always in display season. No reason 
why 1961 can’t compete with 1911 or ’29 (it wasn’t all depression) as 
a “vintage fashion year.” Next fall, show madame and mademoiselle 
what's being worn to the host of wine festivals Europe stages to 
celebrate the ripening of the grape. 
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STERN'S (left) 
David Dunay 

Appealing to career girls with such familiar props as these 1s 
money- rather than monkey-business. Fact is, a Schrafft’s wagon 1s 
fast rivaling the file cabinet as indispensable office scenery. (in all 
fairness, some men — the writer among them do take time out to 
drink coffee, too.) It won’t be long, we imagine, before some enter- 
prising marketeer will come up with a whole new wardrobe especially 
designed for coffee-breaking: “You'll be a Danish delight when you 
perk them up with this ‘take me out’ creation that’s making such a 
stir in modern ‘cafe society’ ” — which explains why we'll never make 
it as a copywriter, but you get the point. For the present, the Dunay 
way had Stern’s sales “Going up!” 


SAKS FIFTH AVENUE (left) 
Henry F. Callahan 


It’s not so much how your topcoat and hat look when you're 
walking down the street, it’s how they stack — or rack up in the 
company of their peers. We're only kidding, but this is an effective, 
believable way to show men’s fashions or, more accurately, to get 
across the impression that your store carries a large line of these 
items, one that’s tailored to meet the demands of all sorts of business 
and social occasions. You can also set attache cases (the executive 
version of the old-fashioned lunch pail), not to mention (in this 
display) subscriptions to a Newsweek competitor. 
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for men’s wear 


Viemo Calendar: 


\ couple of oversized memo pads suspended in the window will make 
‘xcellent attraction props for New Year displays. Arrange the merchandise 
in between the pages and write on one sheet a suggestion to visit your 
store. Calendar support can be made from wood with two wire rings 
attached to slip through the pages. 

















Bat-Wing Jerseys: 


\n interesting layout to show off those fancy 





styles of thick jerseys and sweaters is to display 
them on specially made wire frames and sus- 
pend them evenly at different levels throughout 
the window. Keep most merchandise free of 


the floor and arrange multi-colored bamboo 








sticks at angles from floor to ceiling. Scatter 
on the floor white plastic chips in groups at the 
foot of each bamboo stick and print selling 
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New Year Resolution: 


A display suitable for pajamas, etc. A bed is 
cut and painted from thick hardboard, adding 
to one side a candle and holder. Using a 
flexible full figure, position him on the floor 
as in the sketch as if signing a new year’s res- 
olution. On the resolution, write suggestions 





(among the promises) to buy items from your 





store. 
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Background Of Music Notes: 


Cut out five different music notes blowing wind 
instruments, approximately three feet high, and 
cover three in black feltette and two in white. 
Suspend these notes in a group just off the 
back wall. Copy can be printed over the back 
wall: “Ring In The New Year To A New Note 
Of Style.” 









































Oversize Dice: 


Large boxes made from cardboard over wood 
frames, approximately one foot, six inches 
square and covered with brown or green felt- 
ette make excellent representations of playing 
dice. They also make excellent attraction props 
and good stands for the smaller items of ap- 
parel. Finishing touches can be made with 
normal size dice, cards, etc. arranged amid the 
merchandise. Copy could be tied in with the 
New Year theme. 
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By ROGER D. ANDERSON 


When The Party's Over: 


One model is positioned climbing a set of stairs as if arriving home late 
after ringing the New Year in. A paper hat. party tape, blurred eyes, lip- 
stick smudge and (depending on store’s policy) a couple of empty 
bottles, will give the effect of a just finished evening out. A clock on the 
wall shows the lateness of the time and copy can be expressed as some- 
thing like: “Take The First Steps In 1961 With Your Store’s Shoes.” 
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...on and off the recor 


—SP6 Everett G. Peterson, artist-illustrator, Recruiting 
Publicity Branch, First U. S. Army Recruiting District, 
proudly shows educational display to Miss Simon Mc- 
Queen, WABC.-TV's “Weather Girl." Miss McQueen 
donned mortar board and volunteered to publicize 
U. S. Army educational and career opportunities . . . 
The 1!2-panel display design was conceived by First 
Lieutenant Patricia Lathrop, recruiting publicity officer 
for the Army's Buffalo station . . . SP6 Peterson was 
assisted by PFC Joel Ramirez, artist-illustrator, in the 
production.— 


—William Hollaender, 
left, display manager 
for Arnold Constable's 
Hempstead, N. Y., store, 
accepts the first prize 
in the second category 
{cities under 220,000} 
of Shulton's nationwide 
Father's Day display 
contest, featuring Old 
Spice men's cosmetics 
‘ae Presenting the —Max Hess, illustrious outspoken presi- 
aword is Edwerd fF. dent of Hess's, Allentown, Pa., boasts 
Burns of Shulton. Inc.— that his new mannequins "are the nearest 
thing to being ‘live’ of any of the display 
figures we have ever used.’ To prove the 
point he posed model Pat Moravek, a 
real live doll, in a window alongside a 
new mannequin, both wearing coats... . 
Photographs for this page are al- In case you're confused, Miss Moravek 
ways welcome, the more informal is on the right.— 
the better. Address them to Editor, 
—Posed in the display depart- DISPLAY WORLD, Cincinnati |. 
fheimer's, Norfolk, Va. 
rw pinay left to right, James —Carl Rinus, display director for Bress- 
Lopes and Susan Tyler, display mer's, Springfield, Ill., left, and A. Ma- 
assistants; Reuben Hamberger, : caluso, representative for Adler Jones, 
sales representative for David Chicago display designers and manufac- 
Hamberger, Inc., New York City; turers, had their photo taken while in a 
and Hugh Kellum, display di- discussion at the June Market Week... 
snes On the camera end was Howard Buck, 
display director for Meyer Bros., also of 
Springfield.— 








—The center figure is not a giant from another planet, 
but a friendly boy waving while atop a pole, or will be 
when delivered to a restaurant in Illinois . . . He was 
sculptured and produced by Silvestri Studio, Hollywood 
. . » Mario, left, and Roland Silvestri are giving him final 
inspection before sending him on his long journey.— 
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An open invitation 
lo vistt our display 


7TH FLOOR 
MARBRIDGE BUILDING 
47 W. 34TH STREET 


L.A. DARLING COMPANY ee ES SEE ae 


Bronson, Michigan 


NEW YORK CHICAGO LOS ANGELES 
47 W. 34th St. 222 W. Adams St. 1818 S. Fiower St. 





—Displays within a display would be one way of de- 
scribing this window by the versatile Heinz Sittard, 
display director of the Kaufhof store at Darmstadt, 
Germany . . . Through the use of large photos of his 
displays he has recreated a modernistic store front 
complete with striped awnings .. . To add to the street- 


datiaatl | 
4. oF 
> ‘y corner scene is a lamp post upon which hangs street 
- signs proclaiming ‘Kaufhof — The World of the 
Woman. The abundant merchandise is conspicuously 


om 


“Spall 200. 


price-marked, yet by no means conveying a cluttered 


appeorance.— 
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—This idea has been done before much more elaborately, 
but never as simply . . . The carded sportshirts are folded 
to become the bodies of the flying geese that are simple 
cardboard cutouts . . . Likewise the cattails and the leaf- 
shaped sign .. . This display is by Kai Frost of Windhoek, 
South West Africa .. . Mr. Frost now has his visa to come 
to the U.S., where he is seeking employment .. . If inter- 
ested, contact Editor, DISPLAY WORLD— 








—With wine-drinking tastes of our population rapidly 
improving and the sales constantly rising, this mer- 


chandise deserves more display treatment by stores 





selling this beverage . . . Here is an effective arrange- 
ment that proves interesting . . . The paper sculptured 
figure prepares to draw a sample from the aging vat 
in his wine cellar . . . The imitation rock archway could 
be easily and inexpensively constructed with the colloid 
treated fabrics or by paper mache’. . . | suppose the 
geometrical arrangements of the bottled goods is 
sufficient, but the new racks that hold the bottles in 
horizontal position could be used effectively to reinforce 
the wine-cellar theme ... This display is by Theo Al- 
brecht, display director of Kaufhof, Mayen, Germany— 
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with the NEW- 


IT HOLDS A SCORE 


of panels, brackets, rods, frames, 
on your “KEY etc., for scores and scores of 


POLE" like pages in ; 
a book to display unusual and compelling displays! 








Scorekeepers with 
eye clips will hold 
up to twenty panels 











everything from 








pictures to hard- 














ware on forty sur- 
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THE 


faces. 











SCOREKEEPERS on 
a "KEY POLE" ore 
ideal for mass dis- 
play of fabrics, 
draperies, curtains, 
carpet samples, 


etc., on as many as 


all 
oe SIR Bes ot SS RE ee x 
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$2.50 ea. 











SIMPLE ACCESSORIES 


SCOREKEEPERS 
support shelves and 
rods to make a 
whole department 
on one "KEY POLE” 


for neckties, belts, 














slacks, notions, etc. 





in serve yourself 











style. 








FOR COMPLETE 





“KEY POLE" is fa- 
mous for ‘WHIRL- 
AWAY" motion. 








Now SCOREKEEP- 


HAIRPIN BRACKET in two sizes for dis- 
plays as described in sketch 2 


is” $1.15 24" $1.55 





ERS make it simple 
to attach signs, pan- 











els, grilles, etc. to 


your "KEY POLE” 


STRAIT ROD in two sizes for disploys 
as described in sketch 3 


is” $1.45 24" $1.75 


. 





and put them in ac- 
tion. 


EYE CLIP SET for supporting panels, 


etc., as described in sketch | 


21¢ per set 





YOU, WRITE TO .. 


CREATIVE PROMOTIONS 
OF CALIFORNIA, 


DETAILS AND THE JOBBER NEAREST 


EMPIRE DISPLAY 


INC. MANUFACTURING CO., INC. 


3820 GROWE STREET 435 WEST 34th STREET 


OAKLAND 9, CALIFORNIA 


Manufacturer 


NEW YORK 1, NEW YORK 


Eastern Distributor 
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~ Projections 


from the drawing board 


of Jan Ujlaki 














CHEERS! A man dressed in evening clothes sits astride elongated 
numerals for the new year. He seems to drink a toast with a 
cutout moon that smiles encouragingly. Other formal men's apparel 
is displayed in cohesive groupings below. This can be adapted for 
women's evening dresses; but, of course, place your mannequin in 
a more lady-like pose. 


eee sre SMILE IN THE NEW YEAR. For some reason not altogether 
evident, this arrangement of the comic mask, the lorgnette and the 
draped fabric suggest Happy New Year . . . possibly suggesting 
that Cinderella make her own stylish gown to wear to the snobbish 


masked ball. 














“HOSIERY SOOTHS THE SAVAGE BEAST" 
would not be a suitable title for this display, suggesting an 
appeasement gift of hosiery for the other-half's morning 
after. Perhaps you can think of some other way to adap} 
this idea for hosiery or possibly women's shoes. 




















iJLMA ©] 





HERE'S TO 1961! With the toss of the champagne glass into the 
fireplace, the new year is given a bacchanalian send-off. Again the 
moon tipples along with the party. For a dramatic setting, cut the 
glass from black paper and paste it in position on thin transparent 
material suspended near the window front. Weight the material ot the 
bottom so that it is taut, but don't stretch it unnecessarily. Put a manne- 
quin in evening dress behind the transparent screen and light her 
excitingly. 
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Designed to SELL 


By JIM KILEY 


ERE it is time to be giving thought 

and planning to the coming spring 

season and we have not had our first 
frost yet here in New Jersey. However, this 
is a fast moving business and the smart re- 
tail merchant plans ahead for both window 
and store interior displays. 

(A) A good eye-catching center piece is 
the main part of any window display and this 
unit can be cut out of hardboard or plywood 
with the frame, figure and the rabbit all 
separate pieces. This will make it possible 
to assemble them into an attractive dimen- 
sional piece. It can be painted in soft pastel 
colors and suspended in position on thin wire 
secured to your ceiling grille. 

If you have not already installed these 
functional metal grilles, produced by Bliss 
Display Corp. it will prove a worthwhile 
investment to do so. 

(B) Another spring design that embodies 
a large comical lamb that can also be cut 
out of hardboard or wallboard and then held 
in an upright position with a back or by 
means of thin wire attached to the ceiling 
grille. Paint the lamb in pure white with the 
curlicues in grey. 

A length of green grass matting can then 
be used on the floor with a few cut-out 
flowers painted in brilliant poster colors. The 
sign can be a piece of heavy card or hard- 
board, painted and lettered in green and 
blue. It, too, can be suspended from the 
grille secured to the ceiling of the window. 

(C) Since I left the display business and 
went into the store planning field six years 
ago, I have designed and fixtured a number 
of furniture stores; this line of merchandise 
plus carpet and rugs, lends itself to attrac- 
tive display arrangements. 

In most cases where columns are to be 
contended with, I try and transform them 
into active “display points” as indicated in 
this drawing. 

In this case, a special unit was designed 
so that lengths or pieces of sample carpet 
can be featured tacked onto the three 
R-O-T-A-T-I-N-G sections. The salesman 
can rotate them to show a customer the 
different colors of a particular type of carpet, 
or varied patterns. The unit can easily be 
built out of 34-inch plywood with the tri- 
angular sections rotating on lengths of 1- 
inch diameter pipe. These are assembled out 
of lergths of 1l- by 2-inch lumber attached 
to plywood end sections. 

The unit at the right of the column can 
be built out of lengths of 1- by 6-inch lumber 
with metal rods or wood dowels being used 
to support the sample pieces of carpet which 
are draped over them. Each unit can be top 
lighted with arm bracket fixtures attached 
to the column. 

In working out a scale fixture lay-out in 
a store with a number of supporting columns, 
they at first seem to be liabilities, but they 
can easily be transformed into valuable 
assets in the form of attractive and func- 
tional carpet displays. 
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Columns are also frequently used to di- 
vide off various departments and, when used 
for this purpose, can be merged with floor 
displays or units. 

A good idea is to also feature a special 
brand or type of carpet around the column 
area complete with a few modern design 
chairs for customer use. 

(D) This island floor carpet display unit 
was specially designed for a large store 
where the carpet department was located 
in the basement. It was installed in a good 
traffic location on the main floor to arouse 
customer interest and to direct traffic down 
into the basement department. 

The end view shows how it can be con- 
structed out of sheets of plywood secured 
onto a frame of 2- by 3-inch lumber. 

Note how slots are cut in each side so 
lengths of sample carpet can be inserted to 
be viewed from BOTH sides. 

The unit is free standing and can easily 
be moved around and it has an overhead 
inside lighted canopy which directs powerful 
illumination down onto all the samples dis- 
played on both sides. 

The brand name of the nationally adver- 
tised carpet can then be featured on the 
sides of this canopy with cut-out letters. 

A slot could also be cut in the canopy 
so that translucent sheet plastic can be in- 
serted with the lettering painted on. The 
brand name can then be back lighted. 


Fix-Play Prepares 
For Larger Quarters 

Albert Rosenbaum, president of Fix-Play, 
Inc., dealer in store fixtures and displays, 
Birmingham, Ala., announces the recent pur- 
chase of a three-story, 21,000 square feet 
building diagonally across the street from 
the present showroom at 2229 First avenue, 
North. 

The move will be made into the larger 
and more modern quarters shortly after Jan- 
uary 1, providing a substantial modernization 
program is completed by then. The firm has 
been at its present location for 11 years. 


Cadillac Plastics 
Has New Catalogue 

A newly revised 64-page catalogue of plas- 
tic sheets, rods, tubes, films, blocks and flat 
tubings as stocked by the various outlets 
of Cadillac Plastic Chemical Co. is available 
upon request from the home office at 15111] 
Second avenue, Detroit 3. 


Brazilian Display Firm 
Needs Lines 

The firm of J. A. Morganti & Cia. Ltda., 
Avenida Farrapos 191, Porto Alegre, Brazil, 
is interested in importing various display 
materials and would appreciate catalogues 
and arrangements. The firm also exports 
3razilian decorative materials. The firm can 
offer extensive commercial references. 
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VUE-MORE, 601 W. 26 St., N.Y. 1 


Rush a copy of your new Catalog. 





Company 
pT Fi ee ORR 





Aterrific new catalog 
describing the com- 
plete line of VUE- 
= MORE display turn- 
eee tables and BREVEL 


animation motors. 


Write for your copy today. 
Use the handy coupon above! 


WY 
VUE-MORE Turntables are: 


QUIET PRECISION MADE 
DEPENDABLE GUARANTEED 
TROUBLE-FREE VERSATILE 


UL APPROVED 


And For Your Animated Displays: 


r 
Quiet, versatile, efficient Brevel 
motors are designed for maximum 
power and precise movement—yet 
compact enough to be used in any 
motion display. Write for details. 


VUE-MORE CORPORATION 


8 i 8 8 me 
601 WEST 26) STREET ” MEw YORK 1 WN Y 
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SIGNORE: 

We invite you on a tour di 
New York Trade Show Building 
Market Wee k, December 4-8 


at 18 will he 
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Special accent will be on 


Rome on display with a 


the classical and the modern. 


Spring”. 


It will be attractive and festive. 


On the attractive side, many exhibitors 
vill join in the NADI SERENADE TO 
ROME by bringing the finest of Italy and 
Youll see 
displays that will 
(Che Splendore! 


| 


the Continent to you. arts and 


{ xpressed 1] gain 


Cratts 


laurels tor your store. 


On the festive side, Rome brings tond 


memories of music and pageantry, of leisure 
and comfort. We will not neglect that aspect 
VIA 


make your visit joytul and com- 


Roman Cafes, along the 
NADI, will 
tortable 
We've even provided for the competitive 
side For the first our NADI 
GALLERIA, we will competition 
based on photos of 1960 Spring-Summer dis- 
plays 
men, Send entry photos to the NADI. 


and lire. 
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time, in 
have a 


Judging will be by visiting display- 
Win 
iame 
show dates and place ... De- 


Remembet 
Trade Show Building. 


cember 4-8 at the 
\rrivederc! 
( ordialmente, 
Edgar Moser, President 
NADI— 

POST SCRIPT: The preceding invitation, 
NADI President, mailed to 
everyone on our house list during early No 
vi mibe T We 
NADI 

u in our mass mailing effort. Should you 
added to our mailing list, 
We hope you will be able 


Was 


irom oul 


publish the invitation in the 


Newsgram just in case we mussed 


You 
Want 


your name 


] | | 
ao tet us KNOW 


attend this important industry event in 
December 
NADI— 

SHOW DATES AND HOURS: 

Sunday, December 4— 10 A.M. to 6 P.M 

Monday, December 5 9 A.M. to 6 P.M 
9 A.M. to 6 P.M. 
\.M. to 6 P.M 


\.M. to 1 P.M. 


luesday, December ¢ 
\\ ednesday, December 7 9) 
Thursday, December 8 Y 
NADI— 

SHOW STATUS: The 
reached the 78 mark on November 3 
More names will 
before time. We 
four floors, the 


exhibitor roster 
This 
equaled last year’s total. 
he added to the list show 
ill be 


wil exhibiting on second 


58 


through the fifth at the Trade Show Building. 

The majority of exhibitors will be occupy- 
that rate as large areas. 
This will permit presentations of more com- 
plete product lines to the trade. 

On the “ballroom-size” floor, we 
have the tollowing exhibitors: 

Bulkley, Dunton & Co., Display Associates, 
Display World, Fawnfield Fountains, Gar- 
rison-Waegner Co., E. W. Gasthoff Co., Gor- 
don Keith Originals, Mitten’s Display Let- 
ters, Rip Studio, Silvestri Art Mig. Co., 
David & Michael Sloan, Inc., Spaeth Dis- 
Dave Starkman, W. L. Stensgaard, 
Inc., and Thall Plastics & Metals. 

Major space users on the fifth floor will 
be companies such as Bliss Display, Creative 
Cecilia Staples, Inc.. W olf 
Inc. One added feature on the 
besides a coffee house and hat 
will be our GALLERIA 


best spring-summer 


ing spaces show 


second 
will 


plays, 


Displays, and 
and Vine, 
fitth floor. 
check tacilities, 
NADI teaturing§ the 
displays of 1960. 

All pre-show reports indicate a great deal 
of enthusiasm for this event and a forecast 
of a bright outlook for the trade in 1961. 
Plan to come, 

A list of exhibitors is published elsewhere 
in this issue. 

NADI— 

ALITALIA AIRLINES: The grand prize 
during Market Week will be a trip to Rome 
for two in the spring. The round trip will be 
good for anytime following our Market up 
to April 30, 1961. The drawing, from tickets 
returned by registrants, will be held 
Wednesday, December 7 at 4 p.m. on the 
second floor of the New York Trade Show 
Building. 

\LITALIA concept of 
elegant international jet travel. On the rave 
Super DC-8& 
cuisine rivaling that of Rome’s famous res- 
taurants, stewards trained in 
Kurope’s leading hotels, and hospitality a la 
Romana. It will be “la vita dolce” for the 
winner from Idlewild Airport to Ciampino 


show 


features a new 


list are: Spacious planes, a 


service by 


in Rome this coming spring. 
NADI— 

PHOTO CONTEST: We have used sev- 
eral avenues in getting word out to the trade 
about our photo contest. Your cooperation, 
via active participation, is needed to make it 
a success and a feature to repeat tor future 
Markets. If any displayman wishes to send 
in an entry, there is still trme. NADI adver- 
tisements published in this issue contain full 

(Continued on next page) 


SOCIO-ECONOMIC 
TRENDS AFFECTING 
ROLE OF DISPLAY 


By EDWARD VAN ROY 





This is the conclusion and bibliography 
of the essay entitled “The Role of 
Window Display as a Selling Medium 
in Retailing,” the winner in a contest 
sponsored by NADI this past year. 











HE economic and social structure of the 

United States is in constant state of 

flux; it is continually shifting and re- 
arranging itself into new patterns. Studies 
of these patterns of change over a period of 
time show that there exists a number of 
long-run trends which in all probability will 
continue for some time into the future. A 
survey of these trends affecting a change in 
America’s socio-economic structure will re- 
sult in a clearer picture of the role of display 
today and that which it is to play in future 
years. Rather than analyzing display as a 
static marketing tool, an analysis from an 
historic point of view will place it in its true, 
dynamic setting. 

Most of the trends which have historically 
been fundamental in the shifting socio-eco- 
nomic structure of the United States can be 
summarized under the heading of “a rising 
standard of living.” The most significant 
trend within this group, from the viewpoint 
of the student of display, has been the rising 
level of per capita real income and expendi- 
ture. 

The proportion of income saved has been 
extremely small in comparison to the portion 
spent on consumption goods. This seems to 
have been due largely to the confidence of 
the American public in continued and ever- 
increasing prosperity. Public optimism has 
demonstrated in a number of other 
ways, example, by the credit 
card craze of recent years. All indications 
are that the American citizen tends to spend 
his earnings: and with the rising level of in- 
come, spending is likely to continue to in 
crease significantly. 

People have more money to spend. In 
“The Changing American 
(Please turn to page 84) 


been 


too, as for 


a series on 
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NADI ROMANCES ROMA 


ROMA ETERNA NADI MODERNA 
PRESENT 
“SPRINGTIME IN ROME” 
FEATURING 
DISPLAYS FOR SPRING — CHE BELLEZZA! 

DISPLAYS FOR SUMMER — CHE GRANDEZZA! 
ADDED ATTRACTIONS 

A TRIP FOR TWO TO ROME IN THE SPRING 


y ALITALIA airiines 


CHE BONANZA! CHE ELEGANZA! 
a 


A GALLERIA OF PHOTOGRAPHS OF 
SPRING-SUMMER WINDOWS SUBMITTED BY DISPLAYMEN * 
LIRE FOR = VICTORS 


— FOR suigcta — THE VIA NADI — 
— SIDEWALK CAFES — ESPRESSO COFFEE — 
JOYS OF VIA VENETO 
» 

JOIN IN THE NADI SERENADE TO ROME 





NEW YORK TRADE SHOW BUILDING DECEMBER 4-8, 1960 


Sponsored by: NATIONAL ASSOCIATION OF DISPLAY INDUSTRIES “~~ ALITALIA 


HOTEL GOVERNOR CLINTON — NEW YORK 1,N. Y. 








entry details. Photos will be on exhibit on — start trimming your upper floors? rector, National Association of Display In- 
the fifth floor at the Trade Show Building in 3rd Week in November 29 percent dustries. 
our GALLERIA. Win fame! Win lire! Ist Week in November 21 percent The contest, like National Retail Mer- 
NADI— 2nd Week in November 18 percent chants Week, is open for participation by any 
NEW MEMBER: 4th Week in November 16 percent store, whether department, chain, variety, 
AARVING DISPLAYS. INC. Last Week in November or speciality type, or any other unit in retail 
NEW YORK CITY. NEW YORK first week in December 8 percent distribution. There will he no restrictions as 
They manufacture display racks and win- Single replies started as early as October 15. to size or type of display, or treatment of 
dow fixtures. Question: When do you staft trimming’ the subject, provided that there is a direct 
We welcome them into the NADI. You your main floor? tie-in with National Retail Merchants Week. 
Will have an opportunity to meet Aaron 3rd Week in November 37 percent Kk mphasis can be on merchandise or can be 
Jerman, president of the firm, and associates 4th Week in November 31 percent institutional with focus on retailing’s func- 
during our December Market. They will 2nd Week in November 15 percent tion in the economy. 
have their products on display in a third lst Week in November 13 percent To enter, simply send an 8 by 10 inch black 
floor room. Singles replies started as early as October 25. and white, glossy photograph of the window 
NADI— To Ed Engle, Editor, National Retail display. On the back of the photograph in 
PUBLIC RELATIONS: To implement Merchants Association “Promotion Ex- clude: name and address of store, names 
plans to tell display’s story to a wider audi- change’, many thanks for permission to cite of store president and ‘display director, briet 
ence. the NADI retained the firm of Bell the preceding statistics. description of window, population of town or 
and Stanton to serve as public relations inocensiniontor dita : city ~ yrgs store 1s greet awe 
‘ounsel. vF d. fo z Over: will be send a entries to Mawar ‘ tngie, 
re cai gecclaned prow = agp of NADI To Present Trophy Sales Promotion Division, National Retail 
the month in conferences between the Public Im NRMA Display Contest Merchants Association, 100 W. 3lst street, 
Relations Committee, headed by Syivan In support of the objectives of National New York 1, N. ¥. The contest closes 
Freund, and the Bell and Stanton Company. Retail Merchants Week, the National As- March 1, 1961. 
Bell and Stanton specialize in industrial sociation of Display Industries will present —_——- 
and retail public relations. Among their 4 trophy to the store which submits a photo- 
clients are several leading soft goods manu-- graph of the best window display shown Speedway Motors Feature 
facturers and trade associations. Mr. Ed- during the Week, January 30 through Feb- Magnetic Brakes 
ward Stanton, ex-Women’s Wear, will be the ryary 4. The trophy will be presented to the Speedway Manufacturing Company, 142] 
account executive. president of the winning store. In addition, Barnsdale road, La Grange Park, Ill., manu- 
—NADI— a special prize will be given to the store’s facturers of small electric motors, has a new 
NRMA SURVEY: Of interest to the display director. brochure of its products available upon 
trade is a statistical excerpt taken from a Judges of the contest will be Lester Gaba, request. One interesting feature of the firm’s 
Christmas Promotion Survey conducted display columnist, Women’s Wear Daily; motors is a magnetic brake that provides a 
recently by the NRMA among 930 member Edward F. Engle, manager, sales promotion positive stop when the current is cut off. This 
stores. division, National Retail Merchants Associa- may be of particular interest to displaymen 
The question submitted was: When do you _ tion, and Gabriel M. Valenti, managing di- or display manufacturers 


DECEMBER, 1960 59 





Four 





etter Presentation 
Ot Jewelry Displays 


By THOMAS H. LEWIS, M.B.E. 


REVIOUS 
dealt 
successtul 

(1) It 

(2) It must 

We now come to the third essential, which 
is to create the desire to buy. This urge has 
been aptly described by a well-known au- 
thority as “the point at which the prospec- 


have 
essentials of 


this series 


two 


articles in 
with the first 
window- display. These are: 
attract attention. 

arouse curiosity or interest. 


must 


tive customer prefers an article he has seen 
in a store window to the equivalent amount 
pocket.” This naturally 
points to the necessity for showing the 
articles to such good effect as to impel the 
to enter the shop in order 


of money in his 


window-gazers 
to exchange cash for goods. The impulse to 
purchase may, however, be stultified by the 
mind of a shopper that the 
desire to 
afford. 


much 


thought in the 
created his 
than he 


article which has 
Call 
up the “How 
Kither the price ticket 
the article is 
the 
under the 


cost more 


possess 
his 


will it 


may 
brings 


COSTS 


question, 
gIVeS 
leit 
the 


necessity 


him this intormation, or 
too often 


instance he is 


unpriced, as is case. In 
latter 
if entering thi information 


window. It 


shop to get the 
the 
these days ol 


he should have gained trom 


is difficult to understand. in 


kee 1} 


continue to 


competition, why so many jewelers 
un- 
this 
retail 


retall 


leave their window goods 


priced. Indeed, may be said that 


more prevalent among 


branch of 


omission 1s 
jewelers than in any other 


iny 


—Cooperation between manufacturer and re- 
tailer is shown dramatically by this display by 
Michael Dai, window d'splay manager of Jordan 
Marsh, Boston . . . Props were supplied by Gor- 
ham silverware and were manufactured by W. L. 
Stensgaard and Associates, Chicago.— 
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This article in series delves into ways the jeweler 
can persuade the potential customer to exchange 
money in his pocket for an article in the window— 
step Number Three in the road to display success 


. . . Conclusion to appear in next issue 


PRICE-MARKING OVER- 
COMES RELUCTANCE 


Of the many members of the public whom 
[ have interrogated on the subject, I find 
that, with few exceptions, people do not take 
kindly to entering shops to “price” articles, 
and in quite a number of cases will not buy 
where prices are not plainly shown in the 


—Rolex watches on the dramatically lighted 
half-shell were earning attention at the Montres 
et Bijoux exhibition at Geneva, Switzerland .. . 
Photo courtesy of Georges Loewy, Geneva.— 


windows; an attitude, it must be admitted, 
which is shared by the writer. It may be 
interesting to add that male shoppers are far 
more reluctant than women to enter a shop 
to enquire prices. 

It is sometimes asserted that prices should 
not be shown in shop-windows in “exclu- 
sive” neighbourhoods, since customers “might 
not like it,’ and the practice might seem to 
spell loss of dignity to the establishments 
concerned. Yet present-day conditions are 
such that purchasers in these localities are 
becoming more and more “cash-conscious” 
and are not as prone as they once were to 
make the price a secondary consideration. 
It may well be to the advantage of jewelers 
whose shops are situated in such areas to 
consider the advisability of falling into line 
with the majority of their confreres in the 
more popular shopping centers, by price- 
marking their window goods. 


LINK THE WINDOW 
WITH ADVERTISING 


Now for a brief interpolation on adver- 
tising in its relationship to window display. 
It must be admitted that far too many 
jewelers and other merchants lose much of 
the value of their advertising by neglecting 
to tie-up their displays with their publicity, 
whether that be by means of sales-letters. 
circulars, newspapers, or whatever form the 
advertising may take. This being so, it not 
infrequently happens that a prospective cus- 
tomer, attracted by an illustration or descrip- 
tion of an advertised article, yet anxious to 
see the article before purchasing it, presents 
himself at the window of the advertiser, 
only to find that the article is not on show 
there, and that he must enter the shop if 
he wishes to see it. It is at this stage in the 
sale process that many folks’ interest evap- 
orates, and in all probability sales are lost in 
consequence. 

It is recommended that, whenever parti- 
cular articles are mentioned in advertise- 
ments, a phrase, worded something like this, 
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“You can see one in our window,” be part 
and parcel of the message. Not only this, but 
the advertised article should for the time 
being form a prominent feature of the dis- 
play, so that it is readily seen by those who 
look into the window after seeing the ad- 
vertisement. 


CHOOSE DISPLAY-AIDS 
CAREFULLY 


Carefully chosen display-aids play an im- 
portant part in the “sales value” of the 
jewelry display, since they trend to accent- 
uate the qualities of the articles they pre- 
sent to view. With the possible exception of 
display pads, normally essential for the 
artistic presentation of such small goods 
as ear-rings, rings, etc., which would be 
almost indistinguishable in themeselves, the 
display aids should be unobtrusively second- 
ary to the goods on show, while emphasiz- 
ing their salient points and tending to make 
them more desirable to prospective custo- 
mers. 

In this connection, manufacturers and 
wholesalers of jewelry and other articles sold 
today in jewelry stores are only too glad 
to provide cut-outs and showcards which 
would tend to increase the retail sales of 
their wares, and their representatives should 
be asked to supply, or have for inspection, 
whatever display-aids they can conveniently 
carry on their rounds. Where these are too 
bulky to be carried by the representatives, 
suitable photographs should be readily avail- 
able for inspection by the retailers on whom 
they call. There is a wealth of artistic 
presentation in the sales-aids of many pro- 
prietary lines stocked by the retail jeweler, 
who should not be hesitant about asking to 
see them. (See photos). 


DISPLAY LIGHTING 


The lighting of the window display is a 
matter of extreme importance—more, per- 
haps, in jewelers’ windows than in those of 
merchants in most other branches of retail- 
‘ing; for the efficient distribution of artificial 
light on gems in particular shows them up 
to best advantage by bringing out their 
“fire,” while indifferent illumination directed 
upon them has the effect of dimming their 
lustre and making them appear less worthy 
of choice by the would-be purchaser. 

In these days of strip fluorescent lighting, 
the jeweler would do well to remember that, 
while this method of lighting is excellent 
when used in conjunction with articles of 
gold, gems, and most other things sold by 
jewelers, silverware shows up better under 
tungsten lighting, where its appearance is 
more “sparkling,” since fluorescent is apt to 
give silver a somewhat putty-like appearance. 

Light sources, unless of a _ particularly 
artistic design, should be hidden from the 
public view, and the lighting should be con- 
centrated on the goods being shown 
not spilt into the eyes of window-gazers, 
for this adversely affects their examination 
of the articles on display. Where it is de- 
sirable that more than usual attention be 
directed towards one unit of the display in 
particular, an unusual arrangement, and the 
use of a spotlight, focus the interest of pas- 
sersby on the articles so emphasized. 

(Conclusion of series in next issue) 
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so. UMM OLMONY Hthd lila 


VERSATILE 
The OCTOPUS* is the answer to a need for a 


simple system to solve complex merchandising 
and display design problems. It offers un- 
matched adaptability to ANY form, ANY 
dimension or ANY merchandise. 


SIMPLE 

The OCTOPUS* HUB—just two grooved discs 
14"" apart with seven free sliding nuts to which 
a number of components and a variety of 
standard round, square or hex tubes, bars, 
angles, channels, tees or panels of ANY ma- 
terial, at ANY height, angle or position may 
be attached. 


INEXPENSIVE 
The OCTOPUS* costs LESS to buy, uses LESS 


parts, needs LESS time for erection, changing 
or dismantling of displays. 


Created by F. J. Bernard, author of 
“DYNAMIC DISPLAY," the foremost 
text book on display technique and 
practice. 


see the 


OCTOPUS 


at the DISPLAY CENTER 
400 Eighth Avenue 
New York City, N. Y. 


STORE INTERIORS 
STORE FIXTURES 
WINDOW DISPLAY 
EXHIBITIONS 
SHOWROOMS 

POINT OF PURCHASE 
DIVIDERS - PARTITIONS 


"For further information and cata- 
logues of components and prefab- 
ricated spring loaded — station-— 
ary, rotating and motorized units» 2 


PUT YOUR IDEAS TOGETHER WITH DO 








CTOPUS* 


THE ONLY CONSTRUCTION ASSEMBLY THAT IS TRULY 


UNIVERSAL 


= 






































write or visit 


OCTOPUS DISTRIBUTORS 


BALTIMORE—Baltimore Display Industries, 
Inc., 7 S. Hanover St. 


CHICAGO—Advance Manequins & Displays, 
317 S. Wacker Drive 


DALLAS—Southwest Fixture Co., Inc., 
907 Commerce 


DETROIT—Display Creations, 1322 Broadway 
HOUSTON—Richker & Co., 1507 Louisiana 


NEW YORK CITY—Display Equipment, 147 
W. 37th Street 


MIAMI—Morty Fay Displays Inc., 853 N. E. 
2nd Avenue 


PHILADELPHIA—Naythons Display Fixture 
Co., 909 Arch St. 


TORONTO, Canada—Wm. Prager Ltd., 39! 
Adelaide St. W. 


or write to: 


OCTOPUS PRODUCTS 


DISPLAY CENTER 
400 Eighth Ave., New York City, N. Y. 


200 Geary Ave., Toronto 4, Canada 
Please send me your OCTOPUS* catalogue 


EES Ee ae ee 


I 


City 

















-— 3 Shr’ 


seteoen* 


*T. M. REGISTERED 
Patented throughout the 
world. 


SOME U.S. AND 
FOREIGN DISTRIBU- 
TORSHIPS AVAILABLE. 
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IT’S ALWAYS MARKET WEEK IN NEW YORK 


Allied Display Materials, Inc. 
241 W. 23d St. OR 5-6350 
NOVELTIES, ARTIFICIAL FLOWERS 


& DISPLAY MATERIALS 
For Windows and Interior Store Display 


Colonial Decorative Display Co., Inc. 
122 West 26th St. Al 5-9620 


ARTIFICIAL FLOWERS 


Decorative Display Units, Novelties & Decorations 





American Fashion Museum 
14 West 77th Street TR 3-9103 


CHARLES LEDERMAN, HISTORIAN 


Can furnish, on rental basis, authentic period outfits 
to highlight your anniversary, special events, spring or 
fall promotion. Ask for information. Recommended 
by N. R. D. G. A. 


a L. A. Darling Company 
CARLING Office and Showrooms 
y AN 47 W. 34th St. WI 7-3228 


MANNEQUINS * FORMS °* DISPLAY FIXTURES 
VISUAL MERCHANDISING EQUIPMENT 





American Fixture Inc. 
Visit our New York Showroom 
11 West 42nd Street Suite 1064, Salmon Tower Bidg 
beau monde s0lshsae BELLE mannequins 
and all other display products 


TRIMLok STORE EQUIPMENT 


Decorative Creation & 

Art Flower Co., Inc. 
13 West 27th St. MU 6-1798 
ARTIFICIAL FLOWERS, DISPLAY 


DECORATIONS 
Imported Novelties, Settings 





Arts & Flowers Displeys, Inc. 
{Air Conditioned) 
43 West 56th St. Cl 7-7610-11-12 


Manufacturers and Importers 


REED, NOVELTIES and FOLIAGE 


Decorative Plant Corp. 
136 West 24th St. WA 4-4405 


ARTIFICIAL FLOWERS 


Display Settings, Novelties, Units 





Austen Displays, Inc. 
133 West 19th St. WA 4-626! 


Outstanding Display Novelties in Paper, Wood 
and other materials. Facilities for special 
promotions for department and chain stores. 
Interesting imports from Europe and the Orient 





Bliss Display Corp. 


37-21 32nd St., Long Island City | EX 2-3890 


DISPLAY PROMOTIONS 


Display Settings, Novelties, Animated Displays 


Display Arts, Inc. 
600 W. 57th St., NYC 19 
MANUFACTURERS OF 
MECHANICAL SANTA CLAUS — 
PILGRIMS — CLOWNS 


For Sale or Rental 


CO 5-6023 


Maharam Fabric Corp. 
130 West 46th St. JU 2-3500 


DISPLAY FABRICS & ACCESSORIES 


412-20 N. Orleans St. 
1113 S. Los Angeles 


Chicago 
Los Angeles 





Metropolitan Mechanical Display Co. 
50 West 22nd St. OR 5-1280 


We Buy, Exchange, Rent or Sell New and 
Used Mechanical Displays & Mannequins 


MECHANICAL BOOKS 


Mileo Mannequins 
7 West 36th St. 


MANUFACTURERS 


of Misses, Juniors, Pre-teens and Children's 
quality and style-right mannequins. 


New Style Studio 
58 East Iith Street GR 5-3777 
HEADS, FORMS & MANNEQUINS 


Realistic, French, Period or Abstract 
Artistic Finishes 


MANNEQUIN REFINISHING 





WI 7-7618 








NEW WORLD MFG. CORP. 


MANNEQUINS THAT MOVE MERCHANDISE 


27 BLEECKER ST. AL 4-8968 





MANIKINS 


15 W. 18th Ch 3-3626 


RIP Studio, Inc. 
15 East 22nd St. GR 7-3650 
CREATORS AND BUILDERS OF 
OUTSTANDING DISPLAYS 


Functional and Decorative in All Media 





BONAFPIDE 
Display and Decorative Co. 
34 West 38th Street BR 9-1362 


Mfors. & Importers of Artificial Flowers 
Novelties & Natural Foliages 
Sanford J. Brooks 
TRUCKING REPRESENTATIVE 
578 Maple St., Brooklyn 3 HYacinth 3-9274 


CUT COSTS—TRUCK-LOADS TO ALL POINTS 
from N.Y.C . & Northern New Jersey Area 








Brunn & Bertheim 
1200 Broadway MU 4-0923 
EXCLUSIVE NOVELTIES OF ALL KINDS 
IMPORTS OF QUALITY FOR EVERY SEASON 


Duvetyne in an exceptionally wide range 
of colors as a perfect substitute for felt. 





Butler Paper Co., Inc. 
WORLD DISPLAY CENTER 
400 8th Ave. (30th St.) Ph. 212 LO 4-8178 
Headquarters for NEW IDEAS Made of 
Paper and Cardboard 
Open Saturdays 





The Greneker Corporation and 
Visual Merchandising Displays, Inc. 
991 Sixth Ave. CHickering 4-7165 

MANNEQUINS 


and Promotional Displays 


Louis Schneider Corp. 
6 East Second St. OR 4-3723 


ARTIFICIAL FLOWERS & FOLIAGES 


Display Decorations and Novelties 





Victor Haida Displays, Inc. 
149 West 24th St. CH 3-3540 
DESIGNERS & MANUFACTURERS 

OF CREATIVE DISPLAYS 


Largest Showroom in the Country 


Nat Siegel, Inc. 
39 West 37th St. WI 7-8485 
MANNEQUINS AND DISPLAY 
EQUIPMENT 


Distinctive Display Fixtures and Novelties 





David Hamberger, Inc. 
136 West 31st St. PE 6-0465 


MANUFACTURERS OF DISPLAYS 


Artificial Flowers, Functional Units 
Backgrounds, Novelties 


Cecilia Staples, Inc. 
314 East 53rd St. MA 4-0384—EL 5-6399 


Creative interpretations of custom displays. 
Your designs or our own, and designed to fit 


ANY BUDGET 





Hervgberg-Robbins, Ine. 
110 West 30th St. PE 6-3585-6-7 
New & Reconditioned 


MANIKINS 
WIGS — REPAIRS — RENTALS 


Tero, Inc. 
Factory and Showroom 
153 W. 23rd St. CH 2-7344 


Manufacturers of Finest Quality 


MANNEQUINS 





The L. J. Charrot Co., Inc. 


ARTIFICIAL FLOWERS 
36 West 37th St. WI 7-1687 


Display Units, Novelties and Decorations 


The Imitation Food Display Co. 
107 Lawrence St., Brooklyn |, N. Y. TR 5-1268 


FOODS FOR PERMANENT DISPLAYS 


Attractive and effective, they look good 
enough to eat. 


Ben Walters, Inc. 
156 Seventh Avenue AL 5-1500 
Chain Store and Custom Displays 
DIP IT — DRAPE IT — SHAPE IT MEDIA 


ANGEL HAIR — BUBBLE MACHINES — 
PENDANTS — SNOFOME 





‘ : wee 
q li ? | , Display Co. 
293 Seventh Avenue WA 4-3720 
Manufacturers and Importers of Unusual 


DISPLAY MATERIALS 
FOLIAGE and NOVELTIES 





“LICO DISPLAY FIXTURES" 


Lustra-Cite Industries Inc. 
331 Kent Ave., Brooklyn I 1, N.Y., EVergreen 7-4100 
(The Largest Line of Stock Fixtures in the Country) 


BRASS — WIRE — PLASTIC — WOOD 
POINT-OF-PURCHASE DISPLAYS THAT SELL! 


D. G. Williams, Inc. 
498 Seventh Ave. LA 4-4069 


MANNEQUINS & DISPLAY FIXTURES 
Display Novelties and Equipment 





Circle Fabrics 


141 W. 47th Street Cl 7-2260 
DISPLAY MATERIALS — NOVELTIES 
ACCESSORIES 


Louis S. Morgen 





Madisonia Manikins, Inc. 
New York — 152 W. 25th St. — CHelsea 3-1550 
Chicago — I! S. Desplaines — DEarborn 2-6818 
MANIKINS — RENTALS — REPAIRS 


America's Largest Manikin Refinishers 





DISPLAYS 
Your Budget is Our Business 


434 Sixth Ave. AL 4-3200 
DESIGNERS and MANUFACTURERS 
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and Summer 
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‘is ready to supply your every display need. The display 
industry in this great world display center is creative, 


diversified and prepared to furnish the decorative units and 





accessories to make your store a standout in your city. 


Consult these companies about your display problems. 
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IT’S ALWAYS MARKET WEEK’ IN NEW YORK 


Imagination Unlimited 


In Men's Wear 


HERE are two often-heard arguments concerning men’s wear 

display that certainly don’t hold water. One is that display of 

men’s apparel and furnishings has to be on a conservative, dig- 
nified level to be effective. The other is that there are few ways to 
dramatize men’s wear because of the limitations imposed by the 
merchandise. 

Neither of these statements is true today. In the past few years 
we have seen a radical change come about 1: the styles, colors, fabrics 
and textures of men’s clothing. Relaxed, casual clothing demand other 
than formalized, stilted settings. The quality and diversity of new 
display materials and fixtures that are — or could be adapted for 
men’s wear display are a challenge to the imagination and versatility 
of a displayman. The limits are only bound by the displayman’s 
imagination. 

By way of contrast, what happens when a displayman is blessed 
with unlimited imagination but limited to only the most basic of 
display materials to put his imaginative designs into being. This is the 
case of Angel Conessa, display manager of Bazar Americano, Panama 

















TEX T 


ae 
—Break the 


—Hat Storm— 


Display 


Originai Sketches 
By Angel Conessa 


City, Panama. Several photos of his unusual display were shown to 
DISPLAY WORLD readers a year or so ago (August, 1959). Com- 
ments of our readers reinforced our contention that here is an imagina- 
tion unbridled by conformity to the old cliches of men’s wear display. 

Shown here are several sketches in which he has let his imagination 
roam free from the confines of his small display windows and con- 
struction limitations. Granted that several of these designs and their 
suggested captions are pretty far out — at least to the far side of the 
moon. But isn't it a refreshing trip? 














—Fashionable, Any Way You Look at It— 
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—Die Elegantly Dressed 
In Polyester Fibre— 
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WIN-DO-DEC WIN-DO-WAVE 
IN 18 SUN-RESISTANT 
COLORS! sven can atways set 


color brightness and uniformity 
when you use Win-Do-Dec and 
Win:Do-Wave. More than that, 
both eye-appealing patterns are 
perfect for air-brushing... and 
come in these 18 sun-resistant 
colors: 





—The Bats Know Best— | 


e ORANGE e APPLE GREEN 
e POWDER BLUE’ oe PEACH 
e ORCHID e LIGHT YELLOW 
e NILE GREEN e PINK 
e ANTIQUE IVORY e AZURE BLUE 
NATIONAL BLUE e CANARY YELLOW 
NATIONAL RED e DARK GREEN 
e WHITE e BROWN 
e BLACK e PURPLE 
Sa —_— : Bs 7} SPECIAL COLORS MADE TO ORDER 
Fiend, and See Whet You (=f) nn , =I: | See for yourself! 


Will Find Here!— 




















Send for these 
free sample 
kite today. 





AJAX BOX DIVISION 


> 
St.Repis (sk) 
PARE COMPANY 
7701 West 79th St., Bridgeview, Illinois 
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From Suite to Showroom... 





The Elegant Country Loo 


By CHARLES L. BERENDT, Display Director 
Bonwit Teller, Chicago 


No holes were allowed in walls of suite reserved for Home and 

Abroad Shoe Company's showroom during annual shoe con- 

vention . . . Here's how one enterprising displayman tackled 
this freelance assignment with much success 


HEN Home and Abroad Shoe Com 

pany asked me to design their show 

room tor the annual shoe convention 
at the Sheraton-Blackstone hotel in Chicago, 
it was requested that I repeat an Early 
\merican motif that had been successful the 
previous year. 

\s I personally do not care much for the 
Karly American look, I de- 
cided to do the suite of rooms in what I term 
an Elegant Country look, with fine Ameri- 
cana and Colonial antique pieces. 

Since | walls 
rr ceiling, I had to devise a set-up whereon 
[ could hang an exquisite collection of shad- 
ow-box frames, small fabric-covered panels 
and a tew choice antique pieces. 


commercial 


could not put holes in the 


The solution to this problem was an easy 
one. 

Two 10- by 
crating and 
coordinating 


8-foot panels were made of 
stained a deep walnut, with 


floor areas lacquered to give 
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them the look of an old waxed floor. 

A third panel was also made of crating, 
but for a fresher, more contemporary feeling, 
the boards were rubbed in vivid pink and 
orange. In this way I was able to retain 
the “woodsy” feeling, and still brighten up 
a dark corner. 

The panels were supported from the cor- 
nice of the windows. 

An antique painting was found in a small 
shop and it color-cued one panel, containing 
two trames containing pads covered in gray- 
beige and old raw silk. All shoes were bone 
and the same gray-beige. The one color ac- 
cent was a picot edge ribbon tied around 
the neck of an old weathered decoy. The 
ribbon was brilliant royal purple. 

Boston terns 
favorites of 


have become particular 
mine, so I used them with a 
lavish hand. They were set in old wooden hat 
boxes, weathered milk buckets and, in the 
case of the pink and orange wall, into a 


large tole urn, rubbed originally in orange. 
Incidentally, the latter panel showed a selec- 
tion of evening shoes in gold, silver, and bril- 
lant shades ot hot pink and 


purple. 


rust-orange, 


Other incidental trim included such things 
as the wooden painted Swedish birds, old 
wooden kitchen utensils, several old sieves, 
a small iron horse (part of a weather vane), 
theater bills printed = on 
chestnut, and an old iron stove of some sort, 


antique wormy 
which seemed perfectly at home as a planter. 

The colors of the room dictated the colors 
[| was to use in the fabric backgrounds for 
shoes. The walls were painted a deep smoky 
shades 
pepper 


turquoise blue; the ceiling, several 
lighter. Carpeting was a salt and 
pattern of brown, black and yellow. 

The printed fabric used on two panels 
was a 79-cents-per-yard cotton with brilliant 
green background, planted with an even more 
brilliant turquoise blue flowers. Other fabrics 
were French blue felt, ivory, honey-colored, 
gray-beige raw silk. 

I found two wonderful old 
benches on which _ prospective 
could view the which 
modeled for them. 

Early American advertising arttorms, 
photostated and mounted, completed the pic- 
ture. 

The name of the company was printed in 
vibrant colors, lime green and pale turquoise 
on French blue background, with uneven 
letters on a sign over the wooden 


streetcar 
customers 
were 


shoes, also 


“bouncy” 
Indian. 
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View on the North East Corner of Broadway and 29th St. 
The Home of Distinctive Displays 


BRUNN & BERTHEIM 


1200 Broadway, New York City 1 Limousine Service 
DECEMBER, 1960 





—Hats ore trump in this clever millinery display by Foy W. Mackey, display 
director of Hemphill-Wells, San Angelo, Texas . . . Four hats are suspended 
above the card table; four pair of gloves rest on the table and four pair 
of shoes are posed on the floor or rungs of the chairs . . . A fifth kibitzer 
floats into the setting from the left, a hat also suspended above her... 
Merchandise is keyed to the colors in the abstract painting on the back wall— 


DISPLAY 


H eC r e a Nn d T H e r e —Joe Cooper and Paul Van Rye, display director and assistant 


display director respectively of Armstrong's, Cedar Rapids, lowa, 
are enthused over their new Northcraft lighting . . . This nostalgic 
display suggesting the colorings of purple borrowed from the old 
fashioned market baskets of egg plants, plums and grapes . . . The 
black-and-white reproduction of the color photo certainly does not 
do justice to the presentation, but the dramatic uses of lighting— 
especially the pin spot on the word "plum" on the showcard— 
are evident— 


—Chosen as his most interesting display of the year by Charles Fowler, 
display director of Strouss-Hirshberg’s, Warren, Ohio, is this French 
sidewalk cafe scene depicting ‘Paris in the Spring.” . . . Background 
is a water color painting on quarter-inch wallboard made in two sec- 
tions set in at an angle to form a street corner . . . Other props in- 
cluded a table with suggestive setting along with a full round tree 
sprayed in pink, picking up the coloring in the scene . . . Stepping 
stones and colored ground cork were used on the floor .. . The made- 
moiselle was dressed in a large patterned dress of white background 
with black patent accessories . . . The gendarme wore an authentic 
uniform of navy blue complete with brass buttons . . . Indirect colored 
lighting of blues and greens was used on the background with white 
spots on the figures .. . Tres Magnifique!— 


—The historic Hotel Chamberlin at Old Point Comfort, Va., was high- 
lighted by Miller & Rhoads, Richmond, Va., during the department 
store's 75th anniversary celebration . . . The display contrasts the 
vacation comforts in the "good old summertime" of the elegant 80s 
and the gay 90s with today's streamlined tourist facilities . . . The old 
Chamberlin Hotel looms in the background with facts and photos 
concerning the new modern replacement on the same site today. . . 
J. N. Boulware is display manager for the store— 
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see the big difference in display lighting at the North- 
craft Exhibit Room, 330 New York Trade Show Building, 


December 4th to 8th, N.A.D.I. Spring Market Week. 





Want A 
~ Me Mi 


ROTATING UNITS 
& FLASHERS 


Get dependable action in your 
displays and your lighting with 
McMahan Rotating Units and Me- 
Mahan Flashers. McMahan units 
eliminate breakdown headaches. 
Rotating units have brush and slip 
ring contact. 








Other features are: 


e HEAVY THRUST 
BALL BEARINGS 


e HEAVY DUTY 
CONSTRUCTION 


e SILENT OPERATION 








Add the extra attention of mo- 
tion without fear of fouling or 
howling. McMahan Motion Units 
and Turntables are smooth-working 
and dependable. 





Low cost repeat cycle Flashers 
for every purpose. Synchronous 
motor and adjustable speed types. 
Single and multiple circuits. Fea- 
ture heavy contacts and springs, 
long life, fast and slow action. UL 
approved. 





692 RAYMOND AVENUE «+ ST PAUL 4. MINNESOTA 

















NRMA To Celebrate 
50th Year Jan. 30-Feb. 4 

“National Retail Merchants Week,” a spe- 
cial week-long event designed to commem- 
orate the 50th Anniversary of the founding of 
the National Retail Merchants Association, 
has been scheduled for January 30-February 
4. 1961, it was announced by Edward F. 
Engle, Manager of the Association’s Sales 
Promotion Division. 

Founded in 1911, the NRMA now repre- 
sents over 11,500 department, specialty and 
chain stores doing an annual volume of 
approximately 20 billion dollars. In cele- 
bration of its 50th year, the NRMA has 
planned a year-long program during 1961, 
of which National Retail Merchants Week 
will be a major event. 

Preliminary plans announced by Mr. 
Engle anticipate observance of National 
Retail Merchants Week in every city and 
town in which NRMA members are located. 
Mr. Engle’s division is preparing, for re- 
lease in late October, a special promotion 
kit containing full information on how 
stores can stage the event. 

“The theme of the celebration will be 
taken from the NRMA’s 50th Anniversary 
slogan, ‘Retailing Serves America, and 1s 
designed to not only salute the NRMA, but 
to enable retailers to tell their own story of 
retailing’s contributions to their community,” 
he said. 

The National Retail Merchants Week 
promotion kit will include suggested posters, 
sign toppers, window displays, institutional 
advertisements, as well as special events 
which stores or communities could hold 
during the celebration, Mr. Engle concluded. 


Point-Of-Purchase Film 
Has Unique Adhesion 

A new point-of-purchase display material, 
Conolex film, has been announced by Con- 
tinental Can Co., 100 East 42nd street, New 
York 17, N. Y. The material is a trans- 
parent linear polyethylene film which will 
adhere to any wet, smooth surface. 

[It can be printed by the flexographic proc- 
ess to produce display pieces which are less 
expensive than acetate stickers, according to 
the manufacturer, Flexible Packaging Divi- 
sion of Continental Can Co. Mt. Vernon, 
Ohio. Its major application is on window 
glass or mirrors. Static in the film provides 
the adhering properties after the film has 
been dampened and implaced 


Unique Color Slide 
Has 362,912 Combinations 


What colors go with what? That question 
faces displaymen all the time. But now it 
has all been worked out by a color sliderule. 
It has three sliding bars, each containing 13 
different, pure, rich colors on each side. The 
bars are interchangeable and can be used 
front and back, with the different color com- 
binations viewed through frames in the plas- 
tic holder. According to the distributor, 
there are 362,912 color combinations. The 
slide comes complete with plastic carrying 
case and some interesting color information. 
Write to Post Way Products, Dept. CS, 1133 
Broadway, New York City 10. 


New Merchandiser 
For Small Packages 


The prominence and appeal of small-pack- 
age merchandise displays are augmented with 
the LeDuc Impulse Merchandiser, a newly 
developed retailing aid designed to stimulate 
self-service sales. 

This product of LeDuc, Inc., Minneapolis, is 
a versatile, permanent merchandiser whose 
compact, upright design saves valuable shelf 
and counter space. In addition to improving 


the visibility of merchandise, it provides in- 
expensive product storage and perfect inven- 
tory control. 

The LeDuc merchandiser, which provides 
1314 square feet of revolving display area, 
consists of seven perforated steel panels and a 
pedestal that can be bolted to any surface. 
Design of the panels and the 144 standard 
display hooks it can accommodate permit a 
variety of product arrangement, which are 
visible from all directions. 

Further information on the LeDuc Impulse 
Merchandiser can be obtained by writing 
LeDuc, Inc., 2531 Minnehaha ave., Min- 
neapolis 14. 


Two New Adhesives 
Developed For Plastics 


Development of two new adhesives which 
offer exceptional adhesion to plastic is an- 
nounced by Adhesive Products Corp., 1660 
Boone avenue, New York City 60. The ad- 
hesives, which are made from a new latex 
polymer recently developed by the firm are 
designated Plastix Wet Stick and Plastix 
Heat Seal, and are excellent for adhering un- 
supported plastic to cotton, wood, leather, 
acetate, mylar, paper, foam rubber, polyuret- 
hane foam and other materials. 

The two adhesives are easily applied by 
roller coater, spray or brush and are also 
available in heavier viscosities for doctor 
blade application. Plastix adhesives dry rapid- 
ly to form transparent, tack-free surfaces 
that do not have a tendency to discolor ma- 
terials. Although they are water-based, they 
weld to plastics with an exceptionally strong 
bond which resists both washing and dry 
cleaning. Write to the firm for prices and 
information. 
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jattre “<Ay—-Guilis” 


beautiful ''Ply-Grille" panels for ewindow displays «interior backgrounds 
case units *departmental dividers «luminous ceilings and walls 


Decorators! Here is attractive wood grillework for every department from Clothing to 
Furniture, to help you create interesting window and interior effects, plan partitions and 
backgrounds. In || distinctive filigree patterns, with or without plastic backing or 
sandwich. You can order knock-down as well as complete units ready for custom installa- 
tion. We also have "'Ply-Grille" Foldoors, shutters, and all kinds of transparent and 
translucent installations. 
UNFRAMED GRILLES, Birch or Philippine Mahogany HEAVY FRAMES 
Order Single Single Double Triple ; : my Wy" iW 
Size by yr" 3/16" Thick —‘ Thick pecs A acpi Ga 8 ys ee 
Number Grille Sizes Thick Thick /,"" ¥"" 
15/2 x 23, —-2.00 2.60 7 8.00 Sizes 175% x 74/4 $4.00 each frame 
15'/2 x 48 4.50 5.50 t 15.50 Sizes 175% x 98% $6.50 each frame 


15'/o x 72 7.00 8.00 . 25.00 Sizes 17% x 123'/ $8.00 each frame 


24" x 48 6.80 8.50 . 20.40 


APPLY FOR DISCOUNT AND BROCHURE Above Prices Are List Inquiries Invited 


Discounts 
Supply us with the measurements you Brochure Available 
wish and we will quote you on a factory 
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Also ''Marq-in-Set’’ Inlay Vinyl! Flooring 


prepared do-it-yourself package or a fac- Pat. App. For Witte, box toate 


tory constructed unit, painted or unpainted 








Patterns 107, 108 and 109 available OUR NEW "SKY HOOK" LINE 
only in 1514” x 2344”. For Luminous Ceilings and Strip Lighting SSGIEE ‘WEMMEEM Sn Samad 


Exciting new use for ply-grilles! Easy to install, coupled with YORK AT THE SHOW 
frosted plastic, complete with wood T-moulding and brackets. YOU ARE CORDIALLY IN- 
Write for complete brochure on this revolutionary new con- VITED TO VISIT US IN 
cept in department store decoration! BROOKLYN. 









































JAFFRE PRODUCTS CORP. Dept. DW-12, 189 First Street 


Brooklyn 15, N. Y., TR 5-8545 





When in Rome do as the Romans do... 
When in New York see... 


DECORATIVE CREATION & Compa “tne. 


showing only at 


13 WEST 27th ST., NEW YORK 1, N.Y. ie 
During N.A.D.I. Market Week, Dec. 4-8 sisi 


SPRINGTIME [| 


j 


Fully air conditioned Duplex Showrooms ° Refreshments ° Open Sunday cree ence 
Round Trip Limousine Service to and from Trade Show Building from 9 A. M. reeseaTation 
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Dont Deadline for entries in DISPLAY WORLD’s 
1960 International Display Contest 


Fi orgel sai is DECEMBER 31 


See complete list of rules and merchandise categories on page 20. 
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Holiday Decor for Great Southwest 





Keyed to Classic Simplicity 


I: STI\ I: holiday decor planned by stores 
in the great southwest will be keyed to 
the classic simplicity ot the ready-to 

Mor 

a partner in Marshall 

Moody Display Co., Dallas. 

Mr. Moriarty, assisted by William Lawing, 
director tor the W. A. 
took over the display division of the 
American 


Veal silhouette, according to Mickey 


iarty, manager and 


now display Green 
stores, 
Fashion Association Merchandis 
ing Clinics during the association's 
Holiday market, held at the 
Baker hotel in Dallas during the last week 


in August. 


and fashion 


The assignment was a compren- 


hensive one which involved the designing 


of seven windows as a background tor seven 
fashion promotions. The themes ranged trom 
“Wonderful Winter Weaves” to “Gifts From 
Fashionland,” and from “Eye Catching Sil 
houettes” to the “Glowing Fashions of Even- 
ing.’ The decor had to be emphatic enough 
to make an stage three times 
the size of a normal small shop window, and 


Impact on a 


at the same time the idea had to be flexible 
enough to be adapted by the “do-it-yourselt” 
shop owners for the smallest windows. There 
was also the question of timing, the seven 
to be completed and lighted 
within less than 45 minutes. The entire story 
of the accomplishment is told in the accom- 
panying pictures, which are candid 
taken while the clinic was in progress. 

Since the fashion trend is toward classic 


changes had 


shots 
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Winter 


Marshall E. Moody Display Co. 
dis- 


play clinic at American Fash- 


presents ‘'do-it-yourself" 


ion Association's Winter-Hol- 
iday Fashion Market . . . Other 
display firms take note 


lines in vivid colors for day wear, and white 
and black moving into top place for volume 
selling for evening. The question of color for 
background was solved with a black curtain. 
While stark black might be considered drab 
tor the most festive season of the year, it 
provided the necessary drama for the shock 
colors in and the sumptuous 
glitter of metallic brocades in formal wear. 

As a contrast for the black, glittering and 
sparkling white was used for the props in 
several of the windows. In others, metallics 
were used to project the idea that this is the 
golden year of tashion. 


sportswear, 


For example, the window which tied in 
with a promotion on “Eye Catching Sil- 
houettes” was decorated with perforated foil 
Christmas ornaments lighted from the inside. 


The idea, depicted here, was that there are 





Says Dallas 
Display Firm 


new shapes in ornaments as well as in tash- 
ion. This idea is also one with flexibility that 
can be readily comprehended. One ornament 
will inject a holiday note in the one manne- 
quin window, or nine can be used to light up 
a big stage shown in the photo. 

The curtain of gold and silver Mylar 
plastic strips, used in the window as a back- 
ground to indicate the “Wonderful Weaves 
of Winter,” would also be an arresting win- 
dow backdrop for displaying formal wear for 
New Year’s Eve, Mr. Moriarty said. The 
excitement of the models, entering through 
the strips two at a time, captivated the 
audience of 3,000 buyers, who saw the three 
performances of the Clinics. 

From a selling standpoint buyer interest 
concentrated on the white props which were 
designed and made in the Marshall E. 
Moody studio. Best ordering prop was the 
Grecian urn candelabrum tree, flocked in 
white and lighted with hundreds of miniature 
Italian white lights. Another big seller was 
the manzanita tree, painted white and dia- 
mond dusted. Tree has branches of white 
plastic ferns illuminated with white lights. 

The success of the American Fashion As- 
sociation’s new display service for merchants 
and ready-to-wear buyers shopping in the 
Dallas market, can be attributed to Mr. 
Moriarty’s understanding of the retailer's 
needs in visual projection. He was display 
director for Sanger Bros. for 20 years. Then 
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(Top lett) 


—Winter scene in classic black and white is 
designed for the American Fashion Associated 
Merchandising Clinics by Marshall E. Moody 
Display Co., Dallas . . . Man made furs and a 
man made tree are a timely coordination and 
each is fabulous in its own way ... The man- 
zanita tree is painted white and diamond 
dusted . . . The branches are white plastic ferns 
which are illuminated with a profusion of white 
lights . . . Grecian columns give emphasis to the 
classic mood of the black and white decor.-— 


(Top right) 


—This holiday set for the glowing fashions of 
evening, a glittering study in black and white, 
drew more comment from the three thousand 
buyers attending clinics, and resulted in more 
sales for Moody than any of the seven designs 
in this major event of the Dallas Winter and 
Holiday market . . . Giant sparkling plastic snow- 
flakes dot the black velvet backdrop . . . Illumi- 
nation is from a Grecian urn candelabrum tree 
. . . Tree is flocked in white and covered with 
hundreds of miniature Italian white lights.— 


(Sec IC row riaht) 


—Perforated foil Christmas ornaments lighted 
from the inside, posed in front of a black velvet 
background, give a festive holiday air to a 
Christmas window . . . Designed as a high fash- 
ion background for the presentation of eye- 
catching silhouettes, but appropriate for the 
display of all types of holiday fashion mer- 
chandise=— 


(Second row, left) 


—There's texture and glitter in the wonderful 
weaves of winter, and the shimmering background 
which illustrated the textured look of fashion 
is made of gold and silver Mylar strips ‘ 
Models entered through the strips two at a time 
to enhance the shimmering effect of the curtain.— 


he went to W. C. Striplings in Fort Worth 
as dteplay director. He returned to Dallas 
a little over six years ago to go into the 
supply and manufacturing business as man 
ager ot Marshall E. Moody Display Co. 

From his experience at retail he learned 
the necessity of tight coordination between 
the fashion, advertising and display divisions 
of a retail operation. His department store 
training taught him that the backgrounds for 
fashion must have simplicity but flair re 
gardless of the price range. Flexibility and 
budget consciousness were also an important 
phase of his retail training. For these rea- 
sons he was invited to take over the window 
display division of the American Fashion As- 
sociation for the Holiday season. This marks 
the first time in the ten year history of the 
clinics, which have received national recog- 
nition, that an outside display firm has done 
a complete clinic. The house of Moody has 
from time to time participated with window 
designs for individual promotions in the past. 
Most recently, prior to the Winter and Holt- 
day event, was the back-to-school decor and 
lesson in mannequin draping taught by Mr. 
Moriarty during the fall fashion clinics of 
A.F.A. held in May of this year. 
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INCLUDING 


NEW 
COLORS 


e CAMEO 
e VIOLET 
e GOLD MIST 
e MISTY JADE 


See the above and 
many other new 
items in 
SPACE 203 
N. A. D. I. 
Display Market 
Week 
December 4-8 
N. Y. Trade Show 
Building 








Builktow® 
” SEAMLESS 


Available in the following 


@ 107 in, width x 12 yds. @ Ribbon Widths 2-4-6-8 in. 
@ 107 in. width x 50 yds. @ Sheets 26 in. x 40 in. 
@ Scatter for your floor 


oe EEE a say eS 


Dont Be Switched. i iNsisT ON A PROVEN PRODUCT 


SUPPLIED BY A RELIABLE SOURCE 


Write for Free Color Card ... Jobber Inquiries Invited 


BULKLEY DUNTON & (CO., INC. 


Bulkton Display Division 


CORRY 2-8257 | CORRY, PENNSYLVANIA 
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" MOTIONDISE YOUR 

‘DISPLAYS AND 

TTRACT MORE 
ENTION—MAKE 


— MK 
—? ~MOTIONDISERS * 
Put Selling Action 

Tabcemm Colts 


DISPLAYS 


’ MOTION 
ATTRACTS 
YOUR 
PROSPECTS 
EYE 


Write for 
20 Page 
illustrated 
“"Idea Book’ 


Equipped wit 

dependable | 
Merkle-Korff Mo 
and MK precision 


MOTIONDISERS 


= V4 
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MERKLE-KORFF GEAR CO. 
221 N. MORGAN ST. CHICAGO 7, ILL. 
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Editors Comment 


(Continued from page 32) 


and more departments of the larger stores and even 
some smaller stores, this problem is not going 

to solve itself. It is going to take just as 

much ingenuity on the part of store personnel, 
including displaymen, as it takes for a 
professional shoplifter to ply her trade. 


Perhaps some of our readers would be willing 
to divulge some of their preventative tricks, 
so that we can pass them on to everyone. Actually 
we have very few shoplifters among our subscribers, 
according to a monumental survey just completed, 
so the information is not liable to get into the 
wrong hands. 


The displays of a country mirror the eco- 
nomic state and standard of living of that 
country. Realizing this, the United States In- 
formation Service has subscribed to DISPLAY 
WORLD for its libraries throughout the world. 
Word from these libraries is that the copies 
of DISPLAY WORLD are among the most dog-eared 
publications on their racks. 


Just as we were prepared to add the final 
"30" to this issue, we received a letter and 
photo from Julius E. Steinberg, display director 
of Filene's, Boston, that adds a coda to the 
earlier comments concerning political displays. 
it seems that at 6:50 a.m. the morning following 
the election, precisely as Boston newspapers 
issued special extras proclaiming Senator Kennedy 
as the new President, Filene's unveiled its 
window containing the specially sculptured 
likeness of the victor seated behind a desk. 


Mr. Steinberg reports that Bostonians were 
"four and five deep" in front of this window 
continually until it was removed on Nov. 14. 
He added, "The composite reaction revolved around 
the fact that Filene's was as current as any 
newspaper and a great amount of speculation went 
on as to how we could prepare and have ready 
such a display simultaneously with the news 
announcement." 


With this lesson in optimism and lost 
Sleep, we'll adjourn. See you at Market Week! 


Cordially yours, 


DISPLAY WORLD 





Hands breaking out ina rash? 


You may be allergic to 


stondard or regular M. E. K. (methyl ethyl ketone) 


So why not switch to B W 4 Star ****, extra mild, fast drying activator (softener 
dunk) . . . What's more, it contains a special fungicide which prevents "dry rot, 
mildew and bacterial action." ... a must for your outdoor displays .. . It's milder 
in odor... easier on your hands... and just pennies more... works with all Colloid 


treated fabrics. 


DIP IT! SHAPE IT! CAST IT! DRAPE IT! 


FOR DISPLAY OR MARINE USE — The Improved Versatile 


and Extra Mild, Fast Drying B W 4 STARK%&xxactivator 


(softener dunk) 


Sold with a Money Back Guarantee ...If you 
don't agree it's the best... Return it Collect. 


“SCULPT-O-FAB" and B W 4 Star is easier to handle ... has its own built in adhesive . . . seams 
and blends better, because it has more stretch ... dries in 30 minutes to a shell like hardness. . 
Lightweighi ... waterproof ... weatherproof... unbreakable. 
Versatile "SCULPT-O-FAB" is also used in the marine field; for decking boats and waterproof- 
ing hulls, from prams to ocean liners . . . Sold to the display field or marine field at no change in price. 


Only “SCULPT-O-FAB" can adveriise these claims 


*specify nonflammable when ordering 'SCULPT-O-FAB"' 


ORIGINAL DISTRIBUTORS OF COLLOID TREATED FABRICS FOR DISPLAY USE 


156 7th AVENUE, 


en __ SODGSa. Atccenta ester 





A Word to the Wise! 


RANDOM RAYON 


FLOCK 


USERS 
are changing to 


CLAREMONT’S 


= C10 


THE PREMIUM QUALITY 


SNFECK 


THAT CUTS 


20; 


off your 
production costs 
and upgrades 
product quality! 


SEE YOUR CLAREMONT 
FLOCK JOBBER 
—or write 
CLAREMONT FLOCK CORP. 


Midwest Warehouse and Office 
1440 N. HALSTED ST., CHICAGO, ILL. 


Piant and Executive Offices 
CLAREMONT, NEW HAMPSHIRE 


JOSEPH WRIGHT: DAYTON'S 
INDOMITABLE DISPLAY DIRECTOR 


(Continued from page 35) 


three years, returned to Hartford, Conn., to 
take the job of display director for G. Fox. 
Six years ago, Mr. Wright returned to Min- 
neapolis to become director of Dayton’s dis 


play department. 


He still 
“They re mostly 
The 


ot his 


does Sunday painting. 
little things, tunny things. 
artist must spend all 
work. I can’t work here 
from 9 a.m. to 5 p.m., go home and do any 
really serious art work,” Mr. Wright says. 


Some 


creative 
time at 


serious 


his 


But his job as director often takes more 
than 40 week. “For month, 
while we the Christmas 
windows, | was display director from 9 a.m. 


hours a one 


were putting in 
to 5 p.m. and a display production man from 
5 p.m. to midnight or 1 a.m.” 


He enjoys the hectic activity that accom 
panies Christmas season displays nd the 
mad bustle in getting ready the Aquatennial 
float—which he supervises completely—says 
his wife, Marion. “The more he’s doing, the 


more he seems able to do.” 


It takes 
to make a 


more than hard work and props 
breath-taking display. It takes 
imagination, integrity and knowledge. Over 
300 years ago, Francis Bacon wrote, “I have 
taken all knowledge to be my _ province.” 
“It more display people followed that maxim, 
there would be 


Mr. Wright 


less shoddy display work,” 
Sa\ _ 


“People think this is an arty profession. 
It's not, really. It’s selling merchandise vis- 
ually. And the best training tor a display 
person 1s all the knowledge he can get. The 
trouble with most display people is that they 
don't listen 


from 


enough, 
Brueghel 


read 
know 


enough, 
don't 


know 
enough. They 


Hindemith.” 


“Learn everything you can for this profes- 
Mr. Wright “You'll need it. 


may have to something 


advises. 
know 


sion,” 
You 
engineering 
a float—or 
kind ot 


pe riod. 


about 
how much stress can be put on 
the side of a building—or what 
gloves a particular 
You know something 
history, husbandry or horti 


were worn in 


may have to 
about animal 


culture.” 

In fact, Mr. Wright and his staff recently 
had to 
a spring 


study up on horticulture. Dayton’s had 
“Gardens of the World” show. 
The display department staff had to know, 
not only 


S| 
Tne 


what flowers grow in Polynesia, 
Mediterranean, Southern United States, 
and the architecture of 
each country, but how long the flowers will 


last, what air conditioning will do to them, 


Spain Japan, and 


and whether it’s better to force the bud here 
Florida. 


Research and 


Or in 


attention to detail are per 


haps the most important reasons Dayton’'s 


displays tower over most other displays 


Minneapolis, and rank with 


the 


seen 1n 
ot the 


some 
finest i country 


“Lack ot money or time—these are ex 
find hide behind for 


shoddy work,” says Mr. Wright. “But people 


easy to 


cuses many 


have better taste than they are given credit 
for and they can appreciate beauty.” 


Rhodes Joins 
American Fixture 

William D. (Bill) Rhodes has joined Amer- 
ican Fixture, Inc., St. Louis, Mo., according 
to an announcement by Harry Yedor, ex- 
ecutive vice-president. Mr. Rhodes will in- 
crease the top level sales staff of their New 


— William D. Rhodes — 


York City office and showrooms at ll West 
42nd street. 

Mr. Rhodes will reside in New York. He 
was formerly associated with M & D Store 
Fixture, Inc., merchandising 
store layout. His past experience offers cus- 
tomers a_ successful im- 
proved methods and practices of merchandise 
presentation, whether it be open selling, self- 
selection or controlled sales. 


specializing 1n 


fixture program of 


Decro-Wall Introduces 
New Dimensional Patterns 

A choice of dimensional panel treatments 
which duplicate ancient cultures, contemporary 
design, and early American trend, is un- 
veiled by The Decro-Wall Corp., of Yonkers, 
N. Y. The new patterns are the Peruvian 
Stone which gives the warmth of the ancient 
architecture of Peru; the Harlequin’ which 
in dimensions accentuates this triangular geo- 
metric pattern, and 
used brick which is so popular with the public 
today. 

Decro-Wall, made of virgin rigid vinyl, 
brings tru. dimensional depth of relief in many 
patterns. The grease and stain 
sistant, easily and will not support 
combustion, and is easily applied to any sur- 
face whether it be painted, papered, or just 
plain raw wood. The backs of the sheets cf 
the Decro-Wall panels are pre-pasted with a 
pressure sensitive adhesive resulting in an in- 
stallation of a wall in minutes. 

The line is distributed by Maharam Fabric 
Corporation, 130 West 46th street, New York 
City. prices information frorm 
the 


a realistic duplication of 


vinyl is re- 


washed, 


Request and 


firm. 


Greneker Expands Its 
Display Lines 

The Greneker Corporation, 991 Sixth ave- 
nue, New York City, announces that in addi- 
tion to its complete line of mannequins, fix- 
tures and visual displays, its enlarged show- 
will feature old world works of art, 
imports and decorative items in keeping with 
its theme of Greneker’s International Flair. 
The exhibit will be for the display 
trade on December 1. 


rooms 


ready 
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Magnetic Tape Introduced 
To Display Field 

Magnl is the name of a new flexible vinyl 
tape into which finely divided magnetized 
particles are uniformly distributed, thereby 
creating many new potential applications for 
permanent magnets. One side of the tape 
exerts strong magnetic attraction over its 
entire surface. The opposite non-magnetic 
side can be molded, embossed, hot-stamped, 
printed, silk-screened or laminated with 
printed or unprinted foils, films or papers. 
It may be cut with a scissors or die-cut in 
mass production. 

The manufacturer, Applied Magnetics 
Corp., 15 River road, Leeds, Mass., will 
appreciate inquiries from firms interested in 
studying this new material. 


MACO Preparing 
Tag, Label Brochure 

Frank May, sales manager of the MACO 
Tag & Label Products, Inc., reports that 
they are now preparing a comprehensive two- 
color illustrated brochure and price list on 
tags, tickets and pressure sensitive labels for 
the speciality stores. 

This brochure is designed for jobbers to 
use as a self mailer, or as an envelope en- 
closure. 

Further information can be obtained by 
contacting their office at 111 West 19th 
street, New York City 11. 


Display, Exhibit Firms 
Merge at Miami 

All Type Exhibitors Display Service Co., 
15-year-old Miami firm, has become a divi- 
sion of the Film Art Corp., in a_ recent 
merger, thus expanding its potential and 
talents in tts effort to provide display and 
exhibit services to conventions, expositions 
and trade shows in the Miami area. There 
is no phase of display design and manu- 
facture which the firm is incapable of 
handling, says Maurey L. Ashmann, principal 
of the firm under whose leadership the mer- 
ger was possible. 


Mrs. Ernie Meier 
Expresses Thanks 

So many telegrams, cards and letters of 
condolence, many of which lacked return 
addresses, have been received by Mrs. Ernie 
Meier, widow ot Mr. Meier who died recent- 
ly, that she regrets that she will be unable to 
acknowledge each one personally. She has 
asked DISPLAY WORLD to convey her ap- 
preciation to all those who have been so kind 
and thoughtful during her bereavement. Mr. 
Meier was a leading salesman for Adler- 
Jones, Chicago display designer and manu- 
facturer. 


Town Pays Tribute 
To Ferrocraft 

A special tribute was paid to Ferrocraft 
Corp., and another local firm by the citizens 
of Morganfield, Ky., home of the display 
firm. The occasion was Industry Apprecia- 
tion Night sponsored by the Morganfield 
Lions Club. Kentucky's lieutenant governor, 
Wilson W. Wyatt, spoke at the dinner at 
which the company officials were introduced 
and products were displayed. Jerry Denton 
is president of the firm. 
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National Guild Reports 
Support from Suppliers 

Officers and directors of the National Dis- 
play Guild, Chicago, were gratified to learn 
in their October 5 meeting that suppliers of 
materials to the professional display company 
members are eager to support the Guild’s 
program. 

This is in addition to the support originally 
volunteered by members of the Point of Pur- 
chase Advertising Institute. 

John Sanders, executive secretary of the 
Guild, reported that, without solicitation, one 
supplier had sent in a check for $1000 and 
asked for an associate membership when he 
learned of the Guild’s objectives. The supplier 
said he felt the Guild’s effort could do much 
to benefit the entire display industry. He sug- 
gested that other suppliers should be sent 
circulars describing the Guild’s industry wide 
promotional activity. 

Mr. Sanders is arranging to send information 
outlining the Guild’s program to other major 
suppliers in the paper, corrugated and plastic 
fields. The information will tell why the Na- 
tional Display Guild was formed to improve 
business for the entire display industry. It 
will explain that the Guild is a_ non-profit 
organization in itself, but dedicated to in- 
creasing profits for all members and associates, 
and suppliers alike. 

No fixed amount of fees or dues for sup- 
pliers has been established, according to Mr. 
Sanders. The amount is left to the discretion of 
each individual company depending upon the 
amount of potential business it has in display 
installations. 

Associate memberships will be granted to 
those whose contributions exceed the $520 an- 
nual fee exacted from founding members of 
the Guild. Companies paying less are welcome 
and will be considered contributing members 
rather than associates. The minimum for a 
contributing member is the same as the mini- 
mum for active installation company mem- 
bers, $120 per year. 

Associate members will have voting rights 
except in the election of Guild officers. That 
right remains limited to active members in 
the installation field. Companies which are 
both suppliers and engaged in professional in- 
stallation, will have their choice of type of 
membership participation. 

The Guild headquarters is located at 5412 
North Clark street, Chicago, and the phone 
number is LOngbeach 1-0480. Further  1n- 
formation may be obtained by letter or phone 
call. 


New Liquid Plastic 
For Castings 


Development of Alplex liquid casting plas- 
tic, a new, inexpensive liquid plastic for mak- 
ing strong, durable castings in rubber or plas- 
ter molds, is announced by Allen Plastics 
Corporation, 1015 East 173rd_ street, New 
York City. Objects cast with new Alplex are 
exceptionally strong and look like fine polished 
stone. Coloring can be added as_ desired. 
They are waterproof and weather-resistant. 

Shells or solids can be cast easily by adding 
a curing agent, mixing and pouring into rub- 
ber, plaster or metal molds. There is prac- 
tically no shrinkage, and the cast object can 
be removed from the mold within ten to 20 
minutes. No heating or cooling is required. 

Write to the firm for price list and infor- 
mation. 
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By H. O. WHEELS 


RADING up in fashions, Sears, Roebuck's new 
st in California synchronize the interiors to 
glorify this trend. This is very well exemplified 
in their new Torrance store, which is located near 


the coast, about 30 miles south of Los Angeles. 


This modern retailing installation offers airy 
spaciousness, rich pleasing pastel and wood tones, 
fixtures in quality finishes and appealing designs, 
and many island displayers crisply and neatly 
trimmed that.compliment and thoroughly describe 
the merchandise found in the many self-service 


units. 


Under the leadership of John Lowe, store man- 
ager, and ably assisted by E. Odell, superintendant, 
and Jack Reihing, display director, their talents re- 
flect this new trend throughout the store, as so 


vividly shown in these photos. 
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Example of Sears New Trend 


No. 1 Model rooms serve as a setting for furniture 
groupings. This offers shoppers a coordinated composition 
to visualize. Each grouping exudes a different feeling, and 
is isolated from one another to overcome detraction. 


No. 2 Here is a good view of one of the many island 
displayers. Located in the women's fashion section, it is 
three-tier. This type utilizes the area above the floor for 
display purposes. The trim happens to be a tie-in with Max 
Factor's cosmetics, "Gold Fine." The fashions were in 
smoky tones with coordinated accessory groupings on the 
lower tier. The many merchandise racks, necessary té& a 
volume operation in the background, are very neatly set 
and kept creating a mood of symphony in fashion. 


No. 3 Visual merchandising in spaciousness is well 
exemplified in the yardage section. Every piece of fabric 
is easily accessible for shopper's inspection. The ever present 
island displayers found throughout the store, in the fore- 
ground here offers fashion designs «nd fabric pattern 
suggestions. 


No. 4 The trend to elegance is expressed nobly in 
the decorator shop. Here drapery, upholstery fabrics and 
furniture accessories receive an exquisite setting as sug- 
gestions in using them. 


No. 5 Self-service is personified in the men's ready- 
to-wear department, where this mode of shopping reaches 
a very convenient and appealing level. Note the display 
setting either on top or at the end of each of the modular 
units. 
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THANK YOU. We’re chalking up another big year v 
and THANK YOU again for the privilege of being 


in this position. 


We’re watching the clock as capacity business has 
delayed us some for Spring, but we’ll be seeing you 
with another fascinating selection. 


Zul Gasthof. G. DANVILLE, ILLINOIS 
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SOMETHING TO 
PURR ABOUT 
FOR 


See Our Complete Lines 


CRUISE WEAR 
EASTER 
SPRING 
VALENTINE 
FIXTURES 


At N.A.D.I. Market Week 
Rooms 304-308-309-3 14 
Dec. 4th to 8th 


MET-WOOD FLORAL 
MFRS., INC. 


Trenton, N. J. 





Flexible Light Panels 
Unveiled by G.E. 


Deveiopment of an electroluminescent light 
source five times brighter than any other 
now commercially available, was announced 
by Marketing Manager Gomer F. Davis of 
General Electric’s Miniature Lamp Depart- 
ment at Cleveland recently. 

In commenting on the new product Mr. 
Davis said: “General Electric has been sell- 
ing its electroluminescent light sources for 
over a year now. We have refrained from 
publicizing our electroluminescent panels 
until our production facilities could be ex- 
panded to meet the increasing demand for 
our lamps. 

“Our General Electric electroluminescent 


panels have 3 major advantages: 1. Their 
light output is five times greater. 2. They are 
available in four colors—green, blue, yellow, 
and white, instead of just green. 3. They are 


flexible, thin, and can be used in many more 


applications. Other types are made of such 
rigid materials as glass and metal. 

“The brightness of our four colors repre- 
sents a major engineering breakthrough. The 
least efficient of our colors is comparable 
i? brightness to the brightest of any other 
electroluminescent lamp now on the market.” 

General Electric electroluminescent lamp> 
are currently available in sizes ranging from 
one square inch to 164 square inches (1134” 
by 14”). They are flexible plastic encapsu- 
lated panels only 30 thousandths of an inch 
thick or comparable in thickness and flexi- 
bility to a heavy magazine cover. Initial 
brightness, operating on 60-cycle, 120-volt 
current, ranges from 4.5 footlamberts (units 
of light) for green, 1.5 for yellow and white, 
to approximately 1 footlambert for blue. 
Further information may be obtained from 
the Miniature Lamp Department (RG06), 
General Electric Company, Nela Park, Cleve- 
land 12, Ohio. 
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Designed and made with the skill and 
artistry that 30 years in the field of 
fine cut wood letters brings. Extra 
FREE bonus: Style and price sheet 
showing vast selection of sizes and 
designs. Write today. 


114.N. ‘Oth St., Phila. 7, Pec 
” while +5334 | *) WAlnut : 23-4953). 
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BORN AND RAISED IN MINNESOTA. QrupieEp ART AT THE FEDERAL 
SCHOOL OF MINNEAPOLUS ANP LETTERING AT THE DETROIT 
SCHOOL OF LETTERING: a 


ALSO WORKED FOR TWO 
DEPARTMENT SIOKES _ v. ae , 
IN DISPLAY BEFORE gp 
QOMINGS TO THE 

MINNESOTA 

Power ANP 

LiaGHT CO. 


~ 
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‘PiSPLlay 
APVERTISING 


AND RRAON 


DISPLAY DIRECTOR, MINNESOTA POWER & LIGHT CO. 
DULUTH, MINN. 


WORKED FOR THOS. CUSACK CO,, NOW.... 


- GENERAL OUTPOOF APpv. Co. 
: POING BULLETINS. 


HAS WON NUMEROUS... 
DisPLAY AWARDS. 
_ HAS HAD THIRTY Four 
Le “ENJOYABLE YEARS 
4 IN PRESENT POSITION . 
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Nalco Markets New 
Electric Candle 


A new electric candle that has the appear- 
ance and feel of wax is now being marketed 
by North American Electric Lamp Co., of 
St. Louis, according to Lou Lander, president. 


The soft, candle-like glow of this new lamp 
comes from a %-watt neon bulb imbedded 
in the flame-shaped polyethylene tip. The 
candle body, as well as the tip, is of this 
wax-like plastic. The electric candle is avail- 
able with both % inch high and 2 inch high 
candle body. The 2 inch candle comes with 
or without realistic “drips” running down the 
side. 

This inovation in decorative lighting is 
made with either medium screw or candelabra 
base, and will fit a variety of fixtures. Accord- 
ing to the manufacturer, the burning life of 
this electric candle is about 2,000 hours. For 
further information concerning the electric 
wax candle, write to North American Electric 
Lamp Co., 1520 North 13th street, St. Louis 6, 
Missouri. 


Dean Promoted 
By Reyburn 

Reyburn Manufacturing Company, Inc., 
Philadelphia, announces the appointment of 
John W. Dean as a representative 
covering the eastern part of Pennsylvania 
and the southern part of New Jersey. Mr. 
Dean has been employed by Reyburn for 15 
years, working in all divisions of the com- 
pany. 

Joining the firm is Robert W. Leeds, Jr., 
as a sales representative covering the south- 
east part of Pennsylvania and all of Del- 
aware, Maryland and the District of Colum- 
bia. Mr. Leeds is an experienced salesman 
in the paper market and is well known 
throughout this area. 


sales 


Brochure Available 
On Filigree Panel Uses 

To serve the ever-increasing market for 
filigree panels as decorative and functional 
applications, Artply Co., inc., of 907 Shep- 
herd avenue, Brooklyn 8, has just published a 
catalogue of suggestions, utilizing their prod- 
ucts. 

Ready-made units in a variety of decorator 
shades are available. They come in com- 
pleted form or in do-it-yourself kits with 
all necessary components including hardware 
and brass self-adjusting spring action plung- 
ers (to compensate for uneven floors or 
ceilings.) For further particulars, write the 
firm. 
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It costs 
no more 
to buy 


the V-Neer Board famous for its “real 

wood” beauty and superior quality. 

Its expensive look comes from an exact photo 
reproduction of select walnut. Available in 

five colors. Suitable for pen, brush, silk screen, 
all types of printing. Why settle for 

anything less! 


GCRESECERT CARERS GCARO COMPAR Y 


Formerly Chir ago Cardboard Company 


¢ 1240 N. Homan « Chicago 51, lilinois 
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Add That Decorator Touch to Your Displays! 


SHUTTER 


AT LOW, LOW MER.-TO-YOU PRICES! 


@ 126 Sizes — 6" to 12" Widths, 20" to 80" High — Permit 
unlimited Arrangements in every Dept. 


WITH MOVABLE 
LOUVERS 


@ Light colored Mahogany can be stained or painted any 
color desired. 





TUM WOWULL 


TMU LO 


\ 
\\ 


No High-Priced Middleman — Mfr. Direct to You! | 





PAT. PDG. 





WRITE FOR PRICE LIST! EACH 


First quality Philippine Luaan Mahogany shutters made under strict supervision in 
our Tokyo Factory — each shutter personally inspected and guaranteed by Chas. 
D. Walker. 
desired wood. 


SHIPMENT SAME DAY r2e =—F 2 


In our San Francisco Factory we custom make any size shutter in any 


99 


Other Sizes at Similar Savings 


9°" x 18° SHUTTERS, 





New! Shutter-Shelf Display Unit 


Features Pre-drilled holes for mounting %'' Mahogany Shelves to 
shutters which provide a distinctive background for Jewelry, Eye- 
glasses, Gloves, Perfumes, Radios, Purses, Cosmetics, Glassware, 


Stationery, 101 items! 549 


2—9'' x 23'° SHUTTERS and 2 SHELVES 
Complete with 8 Screws 


(includes 3 Shelves from 47°’ height up.) 
OTHER SIZES AT COMPARABLE LOW PRICES.) 


CHARLES D. WALKER MFG. CO. 


Largest Mfr. of Shoji's and Shutters on Pacific Coast 
North of Los Angeles. 
San Francisco, Cal. 


189 13th Street HEmiock 1-1132 











ROM observation and experience, one of 


the toughest challenges a display de- 

partment annual anniver- 
sary window theme. The challenge, as I see 
it, is to come up with something that 1s not 
the old story of harking back to the firm’s 
humble beginning, a model ot the store, cos- 
tumes memorabilia. 


faces is the 


and 

Although this is always bound to strike 
a nostaglic chord, it is boring year after 
year and soon exhausting. Some years ago 
we felt that we had lived in the past long 
enough. This was 12 years ago at the age ot 
100. We had a year long celebration and did 
plenty of looking back but also hopefully 
forward. Each year since we have glanced 
less and less. 

Instead, we have paid tribute to the local 
forces that 
have 


back 


have put our area on the map 
and made it a good place to work 
and live. Coal, steel, aluminum, petroleum 


are examples. A window has been devoted 


ME THEATR! 


Anniversary Ideas... 





Horne 's Salutes 
Cultural Heritage 


By L. VOLLMER, Display Director 


Joseph Horne Co. 


Pittsburgh 


Bored, tired with living in the past every anni- 


versary? Try toasting the present . . . Tell why 


your community is a good place to live — its 


cultural aspects as well as industrial advantages 


to a single item. Top store management has 
supported it 100 per cent and lent its in- 
fluence. Without exception we have gotten 
enthusiastic support from industry. As an ex- 
ample, last year when Pittsburgh was cele- 
brating it bi-centennial one of these giants 
cl industry built, at their expense, an $18,000 
display for a big show in our Assembly Hall. 

To be sure that our tributes did not ignore 
the human element, we would include a win- 
dow on the advantages of the local educa- 
tional system or the wonders of our art 
museum or the recreational facilities in this 
area. 

Our advertising copy writers have skill- 
fully woven Horne’s into the picture so the 
viewer will not be confused by finding a U. 
». Steel, H. J. Heinz or Alcoa display in a 
place they had always associated with Joseph 
Horne Co. 

To correct any impression that we have 
used this theme for the last 12 years, I hasten 


to say we haven't. This could become just 
as difficult and tiring as the nostalgic ap- 
proach. We've sprinkled it with softer things 
like interesting spring door yard gardens, 
with copy to the effect “Come on in and 
share our birthday.” 

However, it has been the one approach that 
has given us the broadest scope. The pictures 
shown are from this past spring in which we 
ignored the industrial giant completely. In- 
stead, we saluted the cultural forces, theater, 
opera, symphony, writing, music, painting, 
recreation, architecture, etc. This selection 
was the result of several meetings consist- 
ing of members of the various branches of 
publicity, special features, advertising and 
display. 

Because the area to be dealt with was dis- 
play we were given the responsibility of 
development. An explanatory telephone call 
preceded a visit to the agency we intended 
developing. The opportunity to tell their 


—-At top, Horne's salutes Pittsburgh's opera society, past and present 
.. . At left, the history of the theatre is unfolded in story and pictures 
along with tribute to current facilities— 


—At right, since Pittsburgh is or was the home of many notable authors, 
this phase of cultural life earns space in one of Horne’s windows ... 
Books by local authors available at the store brings in a merchandising 


aspect as well— 
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story to a larger downtown audience was 
heaven sent to agencies like the opera, the 
symphony, the museum, etc. They jumped 
at the chance and cooperated completely. Any 
expenses involved like insurance on $30,000 
worth of paintings was Horne’s responsib.1- 
ity. This was true of transporting the bor- 
rowed items and also packing. 

In conjunction with these displays, the 
newspaper carried institutional advertise- 
ments telling the story. We had many letters, 
telephone calls and word-of-mouth compli- 
ments, and, of course, the agencies that co- 
operated said to call on them again anytime. 
An interesting sidelight was the request from 
a glass company not involved for a set- of 
photographs of the displays. They wanted to 
use the material in selling Pittsburgh as a 
good place to live to men they had to trans- 
fer from other areas. Naturally, we obliged 
as we felt this proved our civic consciousness. 


New Faces Added 
By Graforel 


The line of Graforel dimensional cork let- 
ters has added three new type faces, bringing 
the number of different type faces offered to 
21, according to Grace Letter Co., Inc., New 
York, importers of the French display letters. 
The three new faces are called Ogam, Scope 
and Gladius. 

Ogam is a slightly condensed Gothic face. 
Scope is an extra heavy extended san serif 
face. Gladius is a medium weight face simi- 
lar to Cooper Plate Gothic with just a trace 
of serifs. Each of the new faces has numerals 
and punctuation. 

Graforel letters, which are _ distributed 
throughout the world, are cleanly cut from 
compressed cork and are ready gummed for 
mounting on practically any surface. Over 228 
different alphabets are offered in sizes rang- 
ing from 3/16-inch to 6-inch. They may be 
painted, sprayed or used in their natural cork 
color. 

Designed for use in signs, displays, ex- 
hibits, windows, store and interior display, 
and many similar applications, Graforel letters 
are stocked by Grace Letter Co., Inc., 77 








See the BIG SHOW 


in our 


THREE SHOWROOM FLOORS 


See Every Thing New in 


* Brass * Wood ~x Plastic *% Wrought Iron 
* Functional & Merchandising Displayers 


and the new 1961 fashion models in 


TVymphette Mannequins 


You must come and see this 
5 


MARKET WEEK 


DECEMBER 4-8 
“Where Display Friends Meet" 
39 WEST 37TH STREET, NEW YORK 18 
Between Fifth and Sixth Avenue 
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complete show during 
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Fifth avenue, New York City 3, which offers 
free catalogue and samples to interested users 
of letters. Letters may be ordered in assort- 
ments or by the letters required. 


Background or Foreground 


VICRTEX VEF VINYL FABRICS 


match your display mood 
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To Fete Jack Shenker 


At Testimonial Dinner 

Leaders in the display industry will pay 
tribute to Jack Shenker at the industry’s an- 
nual testimonial dinner on behalf of the Fed- 
eration of Jewish Philanthropies, to be held 
on Wednesday, November 39, at the Hotel 
St. Moritz, New York City. This announce- 
ment was made by Murray Goldsmith, chair- 
man of Federation’s display division. Max 
Maharam is honorary chairman. 

Mr. Shenker will be honored for “the de- 
votion and dedicated spirit which he _ has 
brought to many humanitarian undertakings” 
and for his “exemplary leadership in the in- 
dustry.” 

Co-chairmen are Joseph Grossman, Julian 
Hirschfeld and Joseph Maharam. Treasurer is 
Herman Goldsmith. 

The current campaign on behalf of Fed- 
eration has as its goal $21,250,000, to be 
utilized in the maintenance and development 
of Federation’s 116 member hospitals, social 
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*vinyl electronically fused 


Add a dash of inspiration to your display imagination with versatile 
Vicrtex vinyl fabrics. From giant panels to portable displays, accent mer- 
chandise with subdued luxury or sparkling metallic motifs. More than 
200 colors — soft pastels to brilliant tones 20 textures — boldly 
modern to unusual exotics. 


Easy to use; reusable for years, because they’re virtually indestructible. 
Won't chip, crack, peel or fade — resist stain, flame and mildew — wipe 
clean with a damp cloth. 


Write TODAY for swatches, prices and descriptive literature. 


L. E. CARPENTER & COMPANY 


356 FIFTH AVENUE * NEW YORK I °* Phone: LOngacre 4-0080 
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for the busy display man 


JIFFY CLIPS 


the handiest way to put up 
any temporary structure 


Only two types will make any shape 
stand or exhibit. Send for free litera- 
ture showing the many ways of using 
these time and money saving clips. 


Jiffy booths for 
inside exhibits 

and Jiffy joints 

for outside displays. 


111 WEST PINE STREET 
LODI, CALIFORNIA 








BLONDIE 
the Pug says: 


Spring is here ‘o 


Stay — during 
Market Week at 
No. 553 —Trade 
Show Bldg. 


By appointment at 
314 E. 53 St.. New York City 





Clean "OUICL, Bs and Display Fixtures with 
CK, EASY, SAFE LIQUID 


Recommended by leading Mannequin Manufacturers 
Order from your display jobber. 


Spartan Chem. Corp. 
14th. St#., Long ach, Calif. 


AUTOMATIC WOOD TURNINGS 


All Types of Finishing 
Dewels and Balls in Steck 
H. ARNOLD WOOD TURNING CO. 


363 Union Avenue, Brooklyn 11, N. Y. 
STagg 2-5693 


1529 W. 

















SOCIO-ECONOMIC TRENDS 
AFFECTING ROLE OF DISPLAY 


(Continued from page 58) 


Market,” Fortune has pointed out that 
real disposable income per capita has 
more than doubled in the last 50 years, 
and in 1954 it was up 12 per cent over 
1947. There is a great excess of buying 
over that of necessities, and much of it 
is expended on impulse at the point ot 
purchase. 

The importance of this increased volume of 
consumer buying as it relates to display is 
obvious. 
obvious, but equally important as a 
determinant of display’s role, is the relation- 
ship between the trend toward a_ higher 
standard of living and the relative import- 
ance of the functions of display. 
Patona and Mueller, in the study previously 
cited, that rational 
making diminishes as income increases and 
as the importance of a purchase in terms 
of the family budget decreases. Thus, as in- 
come display’s function of emotional 
demand stimulation gains importance while 
the function of rational demand stimulation 
falls. 


less 


several 


discovered decision- 


rise Ss, 


importance of impulse 
buying greatly magnifies the usefulness of 
display as a selling medium. Impulses are 
usually aroused in the shopper in a hurry, 
particularly in the case of the customer who 
doesn’t have the time or patience to deliber- 
ate over his purchases. At the other extreme, 
emotional appeals are effective with casual 
shoppers, those who browse around with no 
particular desire in mind. Both of these 
types of customers can be communicated with 
through display very well. Display is the 
most effective medium through which im- 
pulse buying can be stimulated. And, it 
must not be forgotten that as a stimulant 
for traffic (an important prerequisite to im- 
pulse appeals) display is extremely 
useful. 


The increasing 


also 


This rise of impulse buying, brought about 
by the higher standard of living, is exempli- 
fied by the great increase in self-service. 
Previously discussed as it relates to the 
function of sales facilitation, self-service is 
a highly significant development affecting 
the role of display from the point of view of 
impulse. 


Ultramodern stores and community 
shopping centers are encouraging self- 
service and are using point-of-purchase 
advertising to develop additional sales 
volume from impulse buying encouraged 
by eye-level display. 

What is more, still 
growing, and will surely develop far be- 
yond the methods we find familiar today. 
Self-service is the form of retailing geared 

to the changing nature of consumer be- 

havior: self-service emphasizes the function 
of emotional demand stimulation. The force 
with which this new retailing technique is 
role of display is indeed 


self-service 1s 


expanding the 
enormous. 

The decline in personal selling, a corollary 
to the rise in self-service, likewise increases 
the role of display. There must be some 
communicative devices available at the point 


of sale to Carry out the job of selling. If 


personal selling is not used, display remains 
the only workable alternative. 


SUMMARY AND CONCLUSION 


The author of this essay attempts to de- 
fine and analyze the functions of display. He 
integrates the thought presented a num- 
ber of marketing texts into a comprehensive 
conceptual framework. It is hoped that this 
framework will serve as the foundation for 
further work which will result in a theory 
of display. The new structural concept will 
orient future empirical study along construc- 
tive lines and will give impetus to study 
of the role of display. 

The functions of display are based on the 
concept of value causation; the awareness 
on the part of a subject of the utility or 
value of an object as a means to an end 
Display, as one of the media of retailer-con- 
sumer communication, 
ulate 


is employed to stim- 
this awareness. 

standard 
changing. 
prone to emo- 
impulse, stimulation. This trend 
has heightened the usefulness of display. 
The decline of personal selling also acts as 
an incentive to greater use of display as an 
alternative selling tool. These and other 
pressures are constantly forming and are 
intensifying the capabilities and import- 
ance of display. 


Because of the ever-increasing 
of living, consumer 
Increasingly, 
tional, or 


behavior 1s 
shoppers are 


Improved techniques of display cannot be 
devised efficiently unless the nature of this 
communicative medium is better understood. 
An understanding of the functions of dis- 
play provides a specific foundation upon 
which future theory can be built. Such prin- 
ciples are called for if the potential of dis- 
play is to be fully exploited by retailers. 
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New Eastman Book 
On Plastic Signs 

The ease and speed of vacuum forming 
back-lighted outdoor signs from tough, light- 
weight Tenite butyrate are emphasized in an 
illustrated 46-page book just published by 
-astman Chemical Products, Inc., subsidiary 
otf Eastman Kodak Co. 

“A Guide to the Use of Butyrate for 


Colorful, Durable Outdoor Signs” is the first | 
comprehensive guide to explain in detail | 


how to take advantage of the plastic’s ease 


of forming, weatherability, and excellent | 


light transmission and diffusion properties. 


The book also includes lists of sources for | 
butyrate sheet and letters, lacquers, and | 


vacuum-forming machines. 


Liberally illustrated with four-color and | 


black-and-white photographs, it shows how 


butyrate may be used for sign letters, sign | 
facings, sheetformed sign faces, spectaculars 


and extruded sign faces. 
The book may be obtained upon request 


to Eastman Chemical Products, Inc., Kings- | 


port, Tenn. 
Vue-More Turntable Powers 
"Magic-Mirror’’ Display 


A single-place china setting looks like a | 
service for four in a smoothly revolving dis- | 


play powered by a Vue-More turntable, 


manufactured by Vue-More Corp., New York | 


City. The unique display was created by 
Syracuse china for use in stores to introduce 
new patterns. 


The Vue-More turntable selected for the 
display is Model TT15-17, one of 34 types 


made by Vue-More for every display pur- 
pose. The quiet, long-lasting units handle the 
lightest displays to those weighting 250 
pounds, 

Complete information on the complete line 
of U.L. Approved Vue-More turntables avail- 
able from Vue-More Corp., 601 West 26th 
street, New York City 1. 
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MODEL “Mi M8 iret ras smattee 


With new “Magnetic” type 

lock up. Greatest advance- , 

ment in sign machines within ; 

last 25 years. SPEEDS UP They’re Reversible 
OPERATION) and provides : PPh Bie 

complete flexibility of type i] © wore & wrtie Sean $9 2 
arrangement. . ’ 


MODEL “B’ ~ 
‘ SOP Ss 

A medium priced sign ma- § Teldieseyen evvedt 

chine using rubber type. Pro- & 

duces high quality signs at; 


low cost. a | A din a8 : eee i a 3, 
Many national chains have ’ sees 53 , AMHR ie 


from 50 to 500 or more Sign- — , nes 
press machines in use. ee a pes? 
MODEL M-1422— 14 x 22— Patents applied for 


MADE IN THREE SIZES ... WRITE TODAY FOR SAMPLES, CIRCULARS AND PRICES 
DISPLAY EQUIPMENT CO. — BOX L-144, ADRIAN, MICH. 


For Your Cruise and Vacation Wear Displays z 





Check just a few of our in stock items. 
Order now .. . mail orders filled immediately. 


— Giant 9'-10' PALM TREES ™) SEA aT MATS 
complete with base. .... $19.50 ea. 12" x 15" $11.50 dz. 
Giant ARECA PALMS... 9.50 dz. C] AFRICAN SHIELDS ITS Oe 
ee - 9x I" BAMBOO POLES 
New 40"' Giant PAGODA , Natural 4.95 dz. 
LANTERN . a _ 9.75 ea. Black i 5 95 dy. 


YUCCA POLES—Medium ee 5.50 ea. ; 9° BAMBOO ROPE LADDERS 
—large ..... 6.50 ea. Yellow w black rope or 
MAHOGANY TWISTERS Nat. w yellow rope : 4.95 ea. 


fe eos eae - FISH NET 72” x 15° 
3'x 8 ' BEAD & BAMBOO All colors 2.95 ea. 
MAHOGANY CURTAIN 14.95 ea. 29.50 dz. 


GREEN GRASS MATS [) Natural STRAW GRASS MATS 
SS ae. ., 3.75 ea. 3) x & 4.50 ea. 


We carry a very large assorment of tropical plants, vinyl or poly. 


Large assortment of Reed and Rattancore items as follows: Ladies’ Bathing Suit Forms, 
Millinery Heads, Hanging Shelf, Anchor, Fish, Cages, Monkeys, etc. 





Please Note ... Cut Out This Ad for Your Summer Displays | 





Visit our modern showrooms, where it is always open house. 


JOSLIN DISPLAYS, Inc. 


119 LINCOLN STREET BOSTON 11, MASS. 
Distributors ... Manufacturers ... Importers 





E WARDROBE 
MASTER 


nl == © 


‘ x, : 
Rental of authentic and reproduc- 
tion period costumes and accessor- 
ies in sizes to fit contemporary 
display mannequins — mannequin 
wigs dressed in period styles 
Costumes are complete with acces- 
sories and any required hoops, 
bustles and pads, to create a true 
period silhouette. 


HERBERT CALLISTER 


LYDALL ST., MANCHESTER, CONN. 
Mitchell 9-6319 
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MANZANITA ! 
MANZANITA ! 
MANZANITA ! 
Natural and Sandblasted 


From 12" to 72" in height 
Send for our September 1, 1960 price list. 


RUSSEL MORRIS OF CALIFORNIA 


P. O. Box 277 Fontana, Calif. 











EXHIBIT BOOTHS 


¢ Flamproofing Spray * Portable Canopies 
¢ Mirrored Balls ¢ Draperies ¢ Spotlights 
e Crowd Control Equipment 


FILJON, INC. 


1211 East Fayette St., Box 122, Syracuse, N. Y. 
Write for Literature 








THE SILENT DISPLAY TURNTABLE 


INDOLA 


Capacities 600, 1200 and 2500 pounds 
For outstanding features 


INDOLA 


8820 Sunset Bivd., Los Angeles 46, California 











’ BRASS & CHROMIUM RAILINGS 


for every purpose Since 1900 


PORTABLE © STATIONARY 
VELOUR COVERED ROPE 


S. PARKER HARDWARE MFG. CORP. 
bh 27 LUDLOW ST. N.Y.C. 2, N.Y.-WAlker 5-6300 


New 2-Sided Adhesive 
In Tape Form 

An instant adhesive strip that is tacky on 
both sides is available now in a dispenser 
pack, arid affords an easy, invisible way to put 
up signs, display photos, hold crepe, ribbon, 
plastics or other windows, 
posts, counters and walls. The new 2-sided 
adhesive in tape form is manufactured by 
Kleen-Stik Products, Inc., Chicago, and dis- 
tributed through art stores, ofhce supply stores 
and display supply houses. 


decorations on 


This 2-sided adhesive is pressure-sensitive ; 
it needs no moistening and bonds instantly. 
Packaged in a 36-yard roll dispenser, the ad- 
hesive is carried on a paper strip in widths 
of %, % and 1 inch. When the adhesive strip 
is applied to a sign, card, or display, the car- 
rier paper may be removed immediately, ex- 
posing the second adhesive side. If not re- 
moved immediately, the second adhesive side 
may be used anytime in the future. 

For more detailed information, write to 
Kleen-Stik Products, Inc., 7300 West Wilson 
avenue, Chicago 31. 


Hines Lumber Offers 
New Hardboard Designs 

The Edward Hines Lumber Company, 77 
West Washington, Chicago, has several at- 
tractive and versatile designs in decorative 
and perforated hardboard. According to the 
firm, these boards are embossed rather than 
tooled, thereby obtaining a smooth and easily 
paintable surface normally associated with 
better grades of hardboard. Write to the 
firm for designs and prices 


Two Richmond Displaymen 
Aid Beautification Project 


John N. Boulware, display director at 
Miller & Rhoads, and Kip Kephart, fashion 
display manager, at Thalhimer Bros., Inc., 
both of Richmond, have been named to the 
downtown appearance committee of the Cen- 
tral Richmond Association. They will study 
beautification projects of cities across the 
nation in an effort to develop a practical 
method of placing trees and shrubs in Rich- 
mond’s central business district. 





EXHIBITS WITH MOTION 


“2 


—Northern Illinois Gas Company, like most public utility companies, expends a great deal of its 
display efforts in designing and building exhibits for home shows and other such events throughout 


its territory 
presented here . 


_.. Ray E. Winter, display manager, selected two of his recent accomplishments to be 
.. One exhibits gas lights; the other features large gas appliances . . 


. The gas 


lights are shown in a typical rustic setting consisting of a 10- by 20-foot authentic stockade fence 


7 feet high as a background .. . Floor is natural-appearing artificial grass 


In the left-hand 


corner is a recirculating waterfall around which assorted flowers are placed as well as at the base 


of the rear fence 
impression . . 


. Garden furniture and a barbecue help to complete the backyard patio 
. The gas lights remain lit throughout the entire show . 
entire display was saturated with a pine fragrance to add to the outdoor impression 


. . One added gimmick — the 
. The 


appliance display is constantly a success wherever it is used . . . A perpetual flame revolves atop a 


turntable at the center . 
at the scene for demonstrations . 


. . Four shades of blue complement the white appliances, which are used 
.. The space is 20 by 10 feet— 
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Compact Display Stand 
Has Interchangeable Panels 

A new, completely pre-finished display stand, 
now available, requires just 20 by 46 inches 
of floor space, yet offers more than 34 square 
feet of usable display space. The stand con- 
sists of four hard-surface hardboard panels in 


a pair of 34-inch kiln-dried hardwood frames. 
Panels are removable, smooth-surfaced, and 
painted on both sides, so that photographs 
and posters may be mounted on either face. 

Each stand measures 45 by 75 inches overall 
and accommodates two 43 5 by 29 inch white 
panels and two 42 by 29 inch panels, one 
yellow and one orange. Frames are dark ; rey. 

Ready for exhibition, the stands are pack- 
aged in two pieces for fast assembly and are 
furnished in a sturdy, reusable carton. After 
simple assembly with two wing nuts, the 
stands form an adjustable X pattern, so that 
both top and bottom panels are tilted toward 
the viewer. Maximum depth at base is 20 
inches, and the unit is secured by a concealed 
chain, bottom center. 

When the two wing nuts are removed, the 
stand can be “knocked down” flat for con- 
venient moving and storage. Flexibility and 
economy are among other advantages of the 
new stand, since units can be used in any 
multiple or any arrangement the individual 
exhibitor requires. For information and prices 
write to S & W Displays, 2040 Common- 
wealth Building, Louisville 2, Ky. 


London Market Week 
Takes Place Feb. 20-23 


Display Market Week is entering its fourth 
year and will take place from February 20 
to 23 at the Hotel Russell, Russell Square, 
W.C.1. London, England. The Exhibition will 
include all kinds of modern aids to effective 
merchandising. 

Organized by the National Display Equip- 
ment Association, Display Market Week 1s the 
only exhibition in England which compre- 
hensively embraces the display trade. It has 
doubled in size each year since its inception in 
1958, and by the end of March this year more 
space had already been sold for 1961 than the 
total space occupied by the exhibition in 1960. 


New Display Firm 
Forms At Omaha 

Adart, Inc., Omaha, has applied for a state 
charter to engage in screen process printing, 
painting, displays and allied advertising 
services for retailers and others. Incorpora- 
tors are A. Z. Peterson, William H. Sutton 


» 


and Robert R. Veach. all of Omaha. 
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ive Spring and 


NAT-MAT DISPLAY and NOVELTY BOARDS 
Over 100 colors. finishes and thicknesses are now available in the 
Nat-Mat line. We've even added lovely lavender for 

Easter promotion and other uses. Nat-Mat board 


stands out in the display world! 


For free samples of the Nat-Mat line, ask your dealer or 


drop us a note on your letterhead. 


NATIONAL CARD, MAT and BOARD CO. 


4318 Carroll Ave., Chicago 24, Ill © 11422 So. Broadway, Los Angeles 61, Calif. 
in Canada: Card & Paper Works, Ltd., Peterborough, Ont. 














an “impractical” display idea? 
--- not with Sargent 


\Y FINISH 


The solution to many display 
problems is found in the extreme 
versatility of SARGENT 
DISPLAY FINISH. Whatever 
the materials you are working 
with, there is a Sargent color and 
texture to enhance the beauty 
and originality of your creation. 
Flexibility is unlimited, because 
SARGENT DISPLAY FINISH 
adapts itself to all materials 

and surfaces. 


Let your imagination run wild. 
New and different display 
creations can be yours .. . with 
the magic of SARGENT 
DISPLAY FINISHES. 





manutacturea the Sargent-Gerke Co. 


Dy Nationally Advertised Paint Products 
Raloit-tat-telolit-Pelaleir- tar: 














Learn HOW To 
RIG and FORM 
MEN'S WEAR 


for Display expertly and professionally 


The most useful book ever written about 
RIGGING and FORMING 
Men's Wear for Display 
by Lloyd L. Buzan 


This is the book display men and store owners 
have been wishing for. With the aid of this book 
anyone can learn how to handie men's wear like 
the famous men's stores. The professional methods 
of rigging and forming men's wear explained by 
step-by-step photos (over 375 illustrations) with 
easy to understand instr .ctions. Worth five years 
training under a profess:onal trimmer. Learn the 
newest procedures in rigging Shirts, Underwear, 
Ties, Robes, Shoes, Hats Slacks, Suits on half 
mannequins, Suits on mannequins, folding, laying, 
and hanging Topcoats — everything from hats to 
shoes fully discussed including tools of the craft. 
Don't be without it. Worth ten times the cost. 
106 pages 9xI2 with hard cover. 


$10.00 postpaid 
Order your copy today 
DISPLAY WORLD, Cincinnati MW1, O. 
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I've just visited 
No. 553 at the 
Trade Show Bldg. 
Market Week 
has never been 
like this — 

By appointment at 


314 E. 53 St., New York City 


—— 











Greatest Values in U.S.A. 


SHOW CARD PRINTERS 


$$14-22 ...........$298.00 

M16-32 ...........$398.00 

Giant 26-42 _. $750.00 
FOB New York 


JACK M. SIDER & CO. 
2037 Stanley 
Montreal, Que., Canada 
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“In looking for help in selection of furni- 
ture, most women (70 per cent) mentioned 
that they used shelter magazines as a source 
for decorating ideas. But by their com- 
ments it appears that they find these ideas 
beyond their reach, and obtain more prac- 
tical help from room displays in stores and 
newspaper ads.’—Findings of Pierre Mar- 
tineau, manager of research and marketing 
of the Chicago Tribune, as reported in Ad- 
vertising Age. 

* 

“Today more and more families are shop- 
ping together. The trend promises to be- 
come even more pronounced in ’60 and the 
60's. Families like to shop together. They 
like to browse in stores collectively and in- 
dividually. . . . Important to retailing is the 
plain fact that family shopping means more 
time spent per shopping trip, more thorough 
store penetration. Three, four or five pairs 
of eyes and hands see and touch more items 
AND BUY more items.” -—— from Today's 
Business. 

@ 

“More efficient store operation and greater 
profits are waiting for retailers who will 
apply auto industry type production prin- 
ciples to fixturing and store building 
Stores and fixturing are still being designed 
and produced in horse-and-buggy-day fash- 
ion... Much money, time and effort could 
be saved it plans and specifications for 
multiple store construction and _ fixturing 
were drawn up for a prototype store, rather 
than for each new store and fixture sepa- 
rately ... The retailer could increase his 
profit by reducing the initial cost of con- 
struction and the operating overhead. At the 
same time he could create a ‘family re- 
semblance’ in the execution of a multiple 
store program... There is enough room for 
variation even though the prototype store 
principle is applied.” — Welton Beckett, of 
Welton Beckett & Associates, architect and 
engineer, New York City, speaking before 
Mutual Buying Syndicate executives’ meet- 
ing. 

a 

“Two changes in the past 20 years have 
had a marked effect on the productivity of 
selling space. The development of merchan- 
dise display fixtures which hold much great- 
er quantities of merchandise as well as the 
replacement of the clerk tended ‘coffin’ 
counters has served to increase the pro- 
ductive use of selling space in many depart- 
ments. Certainly, the fact that little im- 
provement can be made in dress display 
fixtures is one reason tor the relatively low 
increase in the productivity of the Dress de- 
partment. In contrast, the vastly improved 
display techniques tor Infants’ Wear and 
Housewares has contributed to the increase 
of their sales per square foot of selling space 
in terms of constant dollars. 

“Another important factor affecting many 
departments is the tremendously increased 
assortments which must be carried. Twenty 


UNTER 


years ago sheets came in only two sizes and 
were made of either muslin or percale. To- 
day, in addition to regular sheets, fitted top 
and bottom sheets are carried in both muslin 
and percale; fabrics come in a broad assort- 
ment of solid colors, stripes and patterns... 
all for a wider variety of bed sizes. Here 
again, better display techniques have helped 
reduce the space needed o sell this broad 
assortment from the floor and enabled an 
eight per cent increase in space productivity. 

“While every store seeks to find that com- 
bination of departmental space assignments 
which will enable the store to maximize 
sales, there is no ‘one right answer’ to how 
much sales per square foot of selling space 
is right or best for each selling department. 
Too low a result may suggest excessive 
assignment of space. An abnormally high 
sales per square foot may mean the depart- 
ment is badly cramped for selling, forward 
stock and display space and causes lost 
sales. ... 

“Selling space is the most costly real 
estate owned or leased by stores. Modern 
selling and display fixtures can help make 
each valuable foot of selling space more 
productive. Peripheral stock areas are sell- 
ing space used for reserve stocks. Such 
allocations of space should be reviewed to 
determine if its use as selling area would 
outweigh the convenience and benefits of its 
present utilization.’—Excerpts from the 1960 
Departmental Merchandising and Operating 
Results, published by the Controllers’ Con- 
gress of the National Retail Merchants As- 
sociation. 

2 

“Of course, the designer for television — 
even though he may well have graduated 
from the retail display ranks — operates 
within different dimensions. In many re- 
spects he is nearer to the methods of film or 
revue than to those of the shop window. 
Nevertheless the store displayman may learn 
much from television play settings, from the 
introductions to other features and from the 
better commercials. From the last in par- 
ticular he can observe how intrinsically dull- 
looking products may be so presented as to 
humanize their sales appeal. He may gather 
a hint on how to dramatize the goods. He 
may even learn a thing or two on such basic 
questions as composition and lettering. 

“So next time the breaks come in ‘Wagon 
Train, don’t just slope out to the kitchen or 
the you-know-where: watch how your TV 
counterparts tackle the problem of visual 
selling.”"—editorial in Display, British dis- 
play publication. 


Two Join Staff 
Of Brunn & Bertheim 

Henry Jampol, formerly with Haggerty’s, 
Los Angeles, and George Pfiffner, formerly 
of Display Properties, Los Angeles, have 
joined Brunn & Bertheim, New York City, 
as art director and designer, respectively. 


DISPLAY WORLD 





Graham Becomes Veep 


Of Detroit Fi . ‘ * * ; 
yi asa cog te H. Graham as vice- This Fabulous j ie | Fascinating 


president in charge of sales, has been an- 7 

nounced by Rudy Speerschneider, president | . 1 |) | * 

of Display & Exhibit Company. Mr. Graham wy ig te + Bae qua ISp ay 
ith 1001 '} 48 \\\ Sparkling uses 


Commands attention day VF /| ‘AN | No electrical work— 
and night—Unusval light- ! ie ie i \ Made of anodized 
ing effect—Like a cas- < a agi \\ XN Aluminum — Durable 
cade of diamonds! Same Aaa i ld ee : Rust Proof Pump— 
water circulates through eee | J we a | Guaranteed One 
filter. Just plug in ordi- js . \\ . Full Year—Built to 
nary A.C. outlet. — ee last indefinitely. 


7 


— Arth ham — 
shops irs FOUNTAIN gum West 40th St. 
has served in an acc ‘xecutive capaci 7 = 
for the past seven years, Display & Ext | ODE A a New York 18 


Company, located at 1501 E. Ferry, Detroit, 


creates and produces exhibits, displays, ani- 
mations, building decorations and offers com- 


plete show and convention services. | | AS ADVERTISED | Store Directory & 


Three Ribbon Organisations | Bulletin Boards for ; 
Consolidate For Growth | | Better Selling! 


Joseph Burlock, president of Post Narrow 








Fabrics Corp. in Andover, Conn., announced “Twiiti T= Let an Acme board create 
that he has become the president of National : ESS impulse buying with its depart- 
Ribbon Corp., Long Island City, N. Y. Post hha 2 mental listings and your adver- 
Narrow Fabrics specializes in ribbon for the | ee ae tisements. Write today for Acme's 
women's fashion field, as well as making apron -e em" FREE folder "Selling Through 
tapes. National Ribbon places the emphasis on ~—- te Suggestion," and the latest cata- 
ribbon for the florist trade and for every log on directories and bulletin 


sae boards. 
decorative use. National’s most popular item 


is tinsel ribbon, woven in the Long Island 
City plant. Mr. Burlock heads-up a third ACME BULLETIN COMPANY 


: 5 Ghassan “Saints: Cen “tes 
firm, J. Burlock Co. in New York City. They 37 EAST 12th STREET e NEW YORK CITY 3 


are the exclusive selling agents for Post 
Narrow Fabrics Corp. Mr. Burlock further 
announces the possibility of a fourth firm in 


the near future. | | USE THE INTEREST 
Gerber Develops AND EYE APPEAL OF 


New Shelf-Spacer Line | REED and RATT AN FOR 


Gerber Wrought Iron Products, Inc., 1510 


Fairview avenue, St. Louis 32, has a unique | ARRESTING DISPLAY IN 
product called Shelf-Builders that will be a WINDOWS AND INTERIORS 


boon to do-it-yourself store fixture designers. | ] Choose from the complete collection of 
The Shelf-Builders consist of lathe-turned 


wood spacers, legs and caps that support the | A ' | | 7 . 
corners of shelves. Shelf size depends only | * 4 des igns 


upon the weight the finished shelves must 
carry or the material from which the shelves 


are made. Threaded dowels join the units in | 
an endless variety of arrangements. The sec- | REEDC RAFT MANUFA CT URIN G CO MPA NY 
tions are available from hardware dealers and 1001 Bedford Ave. Brooklyn 5. N. Y. NEvins 8-1514 


departments. Write to Gerber for complete 
information. 


Harry Bussey, Jr. — FLASHERS 


Father of Twins Since 1900 

















plus a wide variety of our own versatile display line. 








Harry Bussey, Jr., of Creative Displays, | ———~ ® 
Inc., 225 New York avenue, Jersey City, N. | 
J., became the proud father of twins on 


with Holly Ann and Harry III. The Bussey’s | SLES TAS. COmean~ 


Force Attention, Increase Advertising Value 








2] u ven 
also have another daughter, Donna Jean. — otorless 3055 RIVER ROAD RIVER GROVE, ILL. pees 
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“BEST YET™ 


FINEST DISPLAY 
GREEN GRASS MATS 


Standard 
Size 
34 x 6 feet 


Weight 
6 pounds 
each 


@ Crightens all Spring Displays 
@ Perfectly dyed with wonder formula 
@ With burlap backing. High tufted 
JOBBERS PRICES: IN STOCK 
100 Mats @ $2.65 Each 
50 Mats @ 2.75 Each 
25 Mats @ 2.85 Each 
6 Mats @ 3.15 Each 
F.O.B. Our Cincinnati, Ohio stock 
20 Colors Burlap 36°-52" 
Knurled Fishnet 


VAN ARDEN FABRICS 


9 N. Moore St., New York 13, N. Y. 
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FOR DISPLAY MANUFACTURERS & JOBBERS 
Products of Styrofoam 
Manufacturing and Processing 
Write for Catalog 


FOLIAGE CO. OF AMERICA 


LUDINGTON, MICH. 














WINDOW DISPLAY 


State Approved Certificate Course, Day or Eve. Appr. 

for Vets and Foreign students. .The only thorough 

professional course in N. Y. C. Frée placement. 
REGISTRATION OPEN— ENROLL NOW 


PAN-AMERICA ART SCHOOL 
316 WEST 57th STREET, N.Y.C. PL. 7-0064 
Our Graduates are in Demand 


MANZANITA 


Red, Gray, or Half Red & Half Gray. Beautifully 
gnarled—High Sierra Type. All sizes. 





Direct supplier. 
WM. J. SHERLOCK 


Tollhouse, California 








TOURING .. . Marshall Field's 
Mayfair Store 


(Continued from page 45) 
MEN’S COATS AND SUITS: Mustard 


colored carpeting and a dropped ceiling 
create an atmosphere of quiet elegance in 
this section. Triangle-shaped, natural leather 
pieces serve as decorative touches on one 
wall. Wall paneling is done in ash wood. 
BOY’S WEAR: Wall display cases are de- 
signed for self-selection and are made oi 
cherry wood. The inside of the cases are 
painted light beige to show off merchandise: 
Overhead decorative treatment is reminiscent 
of a trellis. The supporting poles are striped 
with brass ribbon. Magnesium terazzo floor- 
ing is used on the wide aisle in front of the 
display units. 

YOUNG PEOPLE’S SHOES: The curved 
wood walls of vertical pecan wood and the 
blue display cases offset the shaped white 
frames. The two flanking walls are in ver- 
tical wood painted in blue. Huge 
children’s blocks against the far wall are 
distinctive, decorative touches in this young 
people’s area. The chairs are covered in 
bright yellow and blue. The carpet is in a 
gay colored star pattern. The decorative 
light fixtures have painted white shafts and 
bright yellow cups. 

INFANT’S WEAR: Show cases with white 
metal frames and vertical grooved pecan 
wood contrast with the white wall display 
units that have adjustable glass shelves. The 
top of the scalloped, lighted cornice is white 
with plain open vertical boards painted in 
slate blue above. The gay star-pattern carpet 
is used, as in all the young people's areas. 
MAYFAIR 28 SHOP: 
salon has walls of chestnut, white 
filled. A soft, oval shaped beige rug carries 
out the circular theme of the salon. In the 
back of the salon, glassed-in shelves provide 
space for merchandise. At the opposite end 
is a platform used for fashion shows or 1n- 
terior mannequin displays. Over it is a 
wooden canopy of the same wormy chestnut, 
which hides extra spotlighting for the manne- 
quins. 

LINEN SECTION: 


decorative 


slate 


This fine fashions 


wormy 


The unusual overhead 
treatment of this area is made 
up of 54-inch white metal tubing and spaced, 
green painted balls. The wall display units 
have adjustable plate glass shelves. The floor 
display units are made of bleached walnut 
and plastic laminate on brass anodized alum- 
inum frames. 

GIFT CIRCLE: A 6-foot, 10-inch high wall 
surrounds the Gift Circle, except for three 
wide entrances. The wall contains specially 
built cabinets designed and lighted to show 
all the merchandise to best advantage and 
for self-selection. These shelf units are 
adjustable and are provided with electrical 
outlets for displaying lamps. Light fixtures 
are hidden behind winter ash valances. This 
same wood is repeated in the showcases and 
counters throughout the circular floor in 
combination with pale blue and aqua plastic 
laminate. 

GLASSWARE & CHINA: This department 
uses a portion of the outside perimeter of the 
Gift Circle and duplicates the wall fixtures 
and lighting. Table settings are used ex- 
tensively in front of the cases. 
HOME FURNISHINGS: Elegant 


screens are supported by wormy 


9-foot 
chestnut 


poles and brass metal tubing. The screens 
are covered in white-to-beige brass wall- 
paper and create background for furniture 
setting. Area has brown and beige carpeting 
to create neutral background for furnish- 
ings. A wormy chestnut wall case on the 
back wall is used to display home accessories. 
A typical decorative light fixture has a 
wormy chestnut shaft and perforated white 
cups ina rice pattern. The ceiling is acousti- 
cal tile which is used throughout the store. 


Quinn to Direct Display 
For Bergdorf Goodman 

Andrew Goodman, president ot Bergdort 
Goodman, New York City, has named John 
EK. Quinn display director for the exclusive 
specialty store. 


— John E. Quinn — 


Mr. Quinn, who has been with the organi- 
zation for the past ten years, was formerly 
display supervisor under the direction of 
Tom Mr. Lee will continue to be as- 
sociated with Bergdorf'’s as advisor on fash- 
ion presentation and interior design. 


Lee. 


New Christmas Decoration 
Has Thousands of Uses 

A new decoration to hit the Christmas 
market is a product called “Ornaments Un- 
limited”—which promises to be just that. 

Made of metalized acetate plastic in six 
shimmering colors and die-cut into 59 dif- 
ferent shapes, the basic ornaments can be 
combined to form literally thousands of 
colorful designs to decorate packages, greet- 
ing cards, books, signs, mirrors, costumes, 
windows, walls and showcases. 

This unusual decorative material might 
never have been marketed were it not for 
a chance meeting between two men, Arnold 
Janowitz of Allied Displays Materials, Inc., 
and §S. Allen Hollander of the Allen Hol- 
lander Co., Inc., both of New York City. 

The basic idea for “Ornaments Unlimited” 
was a dream of Arnold Janowitz but until 
he and Hollander met, he knew of no prac- 
tical way to make the ornaments. Hollander, 
with a lifetime of experience in the intric- 
acies of pressure-sensitive forms and die- 
cutting, supplied the necessary “know-how” 
and is now producing the die-cut sheets for 
Allied. 

Write to Allied Display Materials, Inc., 
241 W. 23rd street, New York City 11, for 
samples and other information. Your Trim- 
a-tree shop will also be interested. 


DISPLAY WORLD 





Joe Vent Dies; 
39 Years in Display 


Joe E. Vent, personable and accomplished 
display director of Rike-Kumler Co., Dayton, 
Ohio, since 1939, died recently at the age of 
59. He suffered a severe heart attack several 
years ago. Burial was on November 7. 

Joe started in display with the Union Co., 


— Joe E. Vent — 


Columbus, Ohio, in 1921 under the able 
direction of Carl Ahlroth. 

Shown here is the sketch made when he 
was featured in The Display Parade in DIS- 


PLAY WORLD in June, 1942. 


Maison-Blanche Has 
Largest Electric Yule Tree 
Maison-Blanche, New Orleans’ largest de- 
partment store, now boasts the largest elec- 
tric Christmas tree in the United States. The 
sign, covering the front of the store is 144 
feet high. The tree reaches from the mar- 
quee of Maison Blanche up some 12% stories 
ending just under the top cornice of the 
M-B building. A night time spectacular of 
lights in red, yellow, green and white, the 
tree is 20 feet wide at the base, tapering to 
one foot at the top. 

Dianche’s closest competitor was 
an electric Christmas tree in New York last 
year — only 122 feet high. 

Emile Alline, display manager for Maison 
Blanche, is responsible for the spectacular 
Christmas tree. 


Kester To Direct 
Tero Sales, Marketing 

Richard Kester leaves the position of di- 
rector of visual merchandising for Davidson 
3ros. (operating Federal Department Stores), 
Detroit, to join Tero, Inc., New York City 
mannequin and form manufacturer, as direc- 
tor of sales and marketing. 

His 17 years of experience in display and 
sales promotion management includes asso- 
ciations with Allied, AMC group and Katz 
Drug Co. in the retail fields and Cluett Pea- 
body & Co., manufacturers of Arrow shirts. 
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Rainbow 


21 Spray Jets. 
Complete with 
Brass Fittings, 


| #2 Pump. 


' 


mnt 


WHE 
t (gh Ca 





7” x17" x7” $119.00 


Valve, and model 


WE SOLVE ANY PROBLEM 


We are generally recognized as 
the foremost manufacturers and 
designers of pumps and water 
display fountains for every con- 
ceivable purpose. We have had 
years of experience, working 
with engineers, decorators, ar- 
chitects, stage and TV prop men, 
estates, penthouses, home own- 
ers and fountain lovers all over 
the world. Our organization is 
geared to accommodate you on 


CANAL ELECTRIC MOTOR, IN 


310 CANAL STREET © NEW YORK 13, N.Y. © Telephone: WOrth 6-1377-8-9 


' C 
Symphony Plumes 
$332.00 12” x 8” $265.33 
71 Spray Jets, 4 58 Spray Jets, 4 
Tiers, individually Tiers, individually 
regulated to any regulated. Com- 
Height. Complete plete with Brass 
with Brass Fitting Fitting Valves, 
Valves,and #4Pump. and +3 Pump. 








short notice, if necessary, and 
no job is too large or too smaill 
to merit our individual attention. 


if our stock units are not 
adaptable to your plans, we will 
custom build to your specifica- 
tions in any form, shape, size or 
to scale. Please submit blue- 
print, sketch or simple drawing. 
We will make recommendations 
and estimates. Div. DW-12 


Manufacturers of Pumps& 
e Water Display Fountains 

















Smith Transferred 
To N.Y. by Darling 


Schuyler Smith, a member of the 
department of the L. A. Darling Company, 
Bronson, Mich., manufacturers of store dis- 
play and merchandising equipment, has Deen 


sales 


— Schuyler Smith — 


transferred to the company’s New York offices, 
according to Louis Blasi, sales manager. 

Mr. Smith, who has been with the company 
since 1956, was formerly employed by the 
sronson Manufacturing Company of Bronson 
and the Immersion Water Heater Company of 
Chicago. A graduate of Bronson High School, 
Mr. Smith attended Tri-State College in An- 
gola, Ind., and Wright Junior College in 
Chicago. 


Garrison-Wagner 
To Handle Porta-Fioor 
Garrison-Wagner Company of St. Louis 
has announced their appointment as dis- 
tributors for Porta-Floor a unique vinyl tile 
display flooring which features a “key” 
which quickly interlocks the tile squares. 
This distinctive innovation enables the 
displayman to cover a given floor up to three 
times faster than can be accomplished by 
the usual tile flooring, and eliminates the 


<= 


“ 


the Pug says: 
Let's meet at 
No. 553 during 
Market Week at 
the Trade Show 
Bldg. 

It's Spring— 

Spring-—Spring— 


Or by appointment at 
314 E. 53 St., New York City 





need for cutting, taping and glueing. 

Tom Hughes, vice-president of Garrison- 
Wagner, commented that Porta-Floor offers 
distinct advantages to the displayman who 
requires easy portability, ease of installation 
and extreme durability. He further states 
that Porta-Floor’s flexibility makes it an 
excellent floor covering material for display 
windows, fashion shows requiring rich ap- 
pearance, island 
highlights. 

Porta-Floor is available in 18 and 20-inch 
squares and a variety of colors and patterns 
to meet specific textural and color display 
effects. 

Mr. Hughes also announced that Porta 
Floor will be shown in the Garrison-Wagner 
exhibit, space No. 208, during the National 
Association of Display Industries’ Spring- 
Summer Market Week at the New York 
Trade Show Building, 500 Eighth avenue, 
New York City, December 4-8. 


displays and decorating 








ARTS and FLOWERS 
DISPLAYS, INC. 


43 W. 56 St., N. Y. C. 19 


See the Spring & Summer 
Line of Natural Foliages, 
Artificial 


Flowers and 


Novelties 


424 


New York Trade Show 














WHITE MICA 


, 


FIREPROOF .. . REALISTIC 
SPARKLES LIKE Real SNOW 
Available in 50 Ib. Bags 


U.S. MICA COMPANY, INC. 


26 SIXTH ST. FOREST PARK, 
STAMFORD, CONN. iLLINOTS 





DISPLAY TURNTABLES | 











¢ All Steel 


Large or 


e Heavy Duty 
@ ALL SIZES — 
Write for free illustrated folder 
AMER-STAGE EQUIPMENT 
805 E. 134 ST., Bronx 54, N. Y. 


Smal! 
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Murbaitcn 


_—— letter co. 


& ‘weoaroanaves 


I5| WEST 18th STREET, NEW YORK II, N. Y. 


BAMBOO POLES 
PHILIPPINE MATTING 


all types — all sizes — lowest prices 


PAN-ASIA COMMERCIAL CO. 


16823 Lakewood Bivd. Bellfiower, Calif. 
MEtcalf 3-0678 























Much With 


REQUENTLY a window display achieves 

a dramatic effect small monetary 

outlay. Such an occurrence is _ illus- 
trated in KLM-Royal Dutch Airlines’ Libya 
window at Connecticut avenue and K street, 
in an area of competitive air travel ofhces in 
Washington, D. C. 


with 


The “See Libya” window combined subtle 
features to stop lookers, in addition to its 
perpetual eye-catcher, whatever the display— 
the grouping of the three internally illumi- 
nated, white, three-dimensional block letters, 
KLM, outside the window glass, and at the 
very top. 

Just off-center the Libyan scene was char- 
acterized by an imposing white stone arch- 
way made of softwood and antiqued, to form 
a replica of the Arch of Marcus Aurelius, 
the Roman emperor who was born in Tripoli. 
The side panels of the arch were cut away 
in shadow box effect, each containing beaut 
tul color photographs of Libyan scenes and 
other intormation in easy-to-read print, com- 
bined with script. Above each of these hollow 
panels was a simulated marble sphere balanc- 
ing the curve of the arch. 


Standing within the solid darkness of the 
a swarthy Arab wearing 
a stunning white jard — a garment similar 
in appearance to the Indian sari. The Arab’s 
face was the only part of him that was visi- 
ble. However, that small area dominated the 
window with its strong bronzed features and 
lively expression. 


archway there was 


The traffic stopper was the tact that the 


eyes in this handsome face followed the 


Little 


By MYRTLE STEWART 


Commanding hardboard cut-out 
figure of Arab in KLM display 
compelled onlookers to stop and 
study everything in the window— 
even the fine print describing the 


luxury hotels available to tourists. 


looker everywhere in a that allowed 
When lookers realized that this 
commanding figure and fascinating face were 
made of hardwood, and appeared three- 
dimensional, they stayed and studied every- 
thing in the window, right on through the 
fine print describing one of the luxury hotels 
available. 

The floor 
urally, with desert sand. Resting on the floor 
were large figures of packed camels with 
white-clad doll attendants, 
brass tray from Tripoli, and other objects 
indigent to the featured country. 


way 
no escape. 


window s was covered, nat- 


a huge decorated 


Tom Hut is display manager for the office. 


Max S. Mayer is president of The Greneker 
Corp., New York City mannequin manufac- 
turer, not sales manager as incorrectly stated 


in the November issue. 
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Airshelter ‘Globes’ 
Attract Crowds 


Widely publicized during recent tour of key 
U. S. cities, the Airshelter “Globe” attracted 
huge crowds and unprecedented TV and news- 
paper coverage. Originally set up at Brussels 
World’s Fair, over a _ half million people 
viewed the impressive 3-story Pan Am dis- 
play shown here at New York City. Despite 
size, entire Airshelter fits in back of station 


wagon, sets up in an hour or less, once in- 
stallation is laid out. Other Airshelter advan- 
tages: can be heated, cooled and ventilated, 
adapted to a wide range of door and window 
plans. Inside is support-free for complete 
flexibility in placing exhibits. Airshelter is 
supported by air furnished blowers, the same 
as those used in home heating systems, ac- 
cording to the manufacturer, Airshelter, Inc., 
9 Overwood road, Akron 13, Ohio. 


Shopping in Sunshine 
At Saks Fifth Ave. 


The luxury of summer sunshine even dur- 
ing the coldest winter months is provided for 
its customers by Saks Fifth Avenue, leading 
New York department store. General 
Electric’s unique quartz infrared lamps, 


mounted under 49th and 50th street marquees, 
provide a warm, light and dry atmosphere 
for store patrons as they walk between their 
cars and the store entrances. The installa- 
tion is the first of its kind in the nation. 
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ELECTRIC SIMULATED WAX CANDLES 


Plastic neon candle lamps glow softly in authentic color. 
For chandelier units and various other lighting fixtures. 


From left to right as shown: 


2 in. high. Candelabra base, each.............. $1.00 
33% in. high. Candelabra base with drippings, each... 1.60 
2% in. high. Medium base, each... % 1.25 
334 in. high. Medium base with drippings, each 1.60 


Write for Valentine's Day and Resort Wear Display Supplement No. 103. 


GARRISON-WAGNER CO 


2018 WASHINGTON AVENUE ST. LOUIS 3, MO. 











the unusual in mirrors by PA RALLEL 


Paramir (A)—dramatic multi-color mirrors 

Paraflex (B)—silver & colored faceted sheets wey 
Mirror Decor—loose pieces in all shapes Your source for materials, mirror balls, 
Mosaic Glass Tesserae—Plastic Mirrors and finished units to your specifications. 


Parallel Mfg. Corp., Dept. K, 32 East 10 St., N.Y. 3, N.Y., Spring 7-8787 








7, : | M B EK R to a 12” x 12” Timber. 
From a 1” x 2” furring strip 


Masonite Cut to your specifications by one of New York’s 
Celotex LARGEST and most DIVERSIFIED Lumber Companies. 


Mouldings e FAST SERVICE e 


Homasote § U L N QO Yy & 1 60. INC. 


Plywood 17 Ridgewood Place Brooklyn 27, N Y. 
Upson Board GLenmore 5-4141 


There are more Special Items in this MODERN Lumber Yard than in any other in New York 




















SANTA CLAUS SUITS 


To make your Santa look real... and at low cost to you! 


No. A-II—THE SUIT. Beautiful No. A-9—FINEST QUALITY outfit made of 
and lush soft Velveteen Suit RED VELVETEEN. Consists of overblouse, 
with REAL WHITE FUR trimmed pants and Velveteen hat trimmed with white 
on hat, overblouse and leggings. PLUSH. Heavy weight leatherette belt with 
Black patent leatherette belt large gilt buckle, leatherette boot tops with 
with large gilt buckle. white plush trim. Large size only. 


$1 15. 00 without wig & beard $75. 00 without wig and beard. 


No. A-5—DE LUXE RED VELOUR OUTFIT, without wig & beard 
No. A-3—RED TWILL SANTA OUTFIT, without wig & beard 


SANTA WIG & BEARD SETS 
100% Nylon Wig & Beard Set, Standard... .. .$19.90 


De Luxe Nylon Wig & Beard Set—50% fuller than Standard 
Super DeLuxe Nylon Wig & Beard Set—100% fuller than Standard. $39. = 
Soran Wig & Beard Set 12.5 


LATE IN ORDERING? 
Air Mail, Wire or Phone 
For Immediate Delivery 




















Ballou’s 


Glittering products will add 
sparkle to your displays 


METAL FLAKES AND STARS 


Brilliant, scintillating, non-tarnishing 
flakes and stars in gold, silver and 
colors. 


GLASS TINSELS 


Beautiful sparkling colors — red, green, 
gold, silver, blue, black — five fine- 
nesses. Also pastel and other shades 
to order. 


DIAMOND DUST 


Attractive snow effects can be ob- 
tained with this decorative material. 
Obtainable in five finenesses. 


CRYSTAL BEADS 


for outdoor and indoor displays. Spe- 
ciai colors made to order [including 
gold and silver). 


GOLD AND ALUMINUM 
BRONZE POWDERS 


Greatest possible luster in the correct 
fineness for screen process or any pur- 
pose required. Send for color card. 


Write for Sample Card 


EDWARD C. BALLOU CO. 


6 Varick Street, New York 13, N. Y. 
(L_ 




















Lumi-plug Pegs 
Tame ce- lal) ¢)-1e-10hemmee)iels-tem e)i- tule 


... Make sparkling letters, 
dots, numerals, designs, 
decoration for: 


DISPLAYS 
CONTROL BOARDS 
MARKET MAPS 
SIGNS 
Write for FREE folder, 
samples 


THE Lumi-plug comPaANy 
15 West 44th Street, New York 36, N.Y. 


—South African Feather Co., Inc.— 


1015 FILBERT ST., PHILADELPHIA 7, PA. 
Established in 1906 
WaAlnut 5-5219 








FEATHERS 


@ FEATHERS FOR DISPLAY 

@ OSTRICH FEATHERS, all colors and sizes 
@ MARIBOU in 2 yard strings, all colors 

@ FEATHER BIRDS, made in Japan 


Excellent Delivery — Write for Price List 











FAS7 /...but Gentle 
MIRAKLEEWN 


The MIRACLE CLEANER with a 1,001 uses! 
For MANNEQUINS, FIXTURES, and PLASTICS 


A Littie Goes A Long Way + Just Rub On -Wipe Off > 
Dist.by’ TROPICAL DISPLAY - 4041 NW 28 St., Miami 47, Fie. 
} 


Making a Display 
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By T. E. GAUSE 


From telephone company (Page 24, March 1959, issue) to 

department store window to post office lobby — this display 

has really gotten around . . . And the end is not in sight... 
It goes to show that a good idea can go a long way 


wooden yellow pages display available if you can use it first part of next week. If you 


/ ‘HE call came in on a Friday afternoon. “We will have the 9 foot high, 12 footwide, 


can't make use of it, let us know and we'll have to junk it.” With this call as a start, the 
Chicago Regional Office of the Telephone Publishing Division of The Reuben H. Donnelley 
Corporation began to think of ways and means to make use of the 9 by 12 giant, considered 


at first as a possible white elephant. 





land, “Chicagoland’s largest florist and garden center.” 


The first call was made in March, 
1959. The display had just finished 
a one-month tour of duty in the 
Illinois Bell Telephone Company 
window, in downtown Chicago at the 
corner of Wells and Washington 
streets. The purpose of the display 
was to dramatize the many products 
and services to be found in the yel- 
low pages of Chicago's Classified 
Telephone Directory, the Red Book. 

Since the time of that first call, 
the display has been altered, freshly 
painted, face-lifted, and shipped by 
truck to four subsequent locations. 
During the past year and a half the 
display, originally about to be junked, 
has been in constant usage. The first 
stop was for a few weeks in an 
empty store window on the street 
level of the Regional Office at Con- 
gress and Wabash. 

Meanwhile the calls were going 
back and forth to Amling’s Flower- 


The pre-Easter season was about to 


begin. The window displayman at Amling’s said this would make an appropriate tie-in to 
their advertising. It would be appropriate in the Wabash avenue window of the Amling 
Loop store located at Carson Pirie Scott and Company department store. 





“You'll have to change _ the 
plumber page to the florist page” 
was the only condition. With mod- 
ern photo print techniques a duplica- 
tion of the Amling ad and the simu- 
lated reproduction of the remainder 
of the double page spread of the 
florist heading was an easy job. 

One month at Amiling’s Loop 
store and the request was made, “We 
can use this at our West Side Center 
if it is available.” The display was 
available and out it went to 8900 
West North avenue to the giant 
Amling gardens covering 50 acres. 

Hundreds of people go through 
the turnstiles every day, paying the 
bills for the flowers and plants, seeds 
and fertilizer, garden equipment and 
lawn furnishings they have selected. 


The last impression people would see as they left the turnstiles and walked toward the 
door was the large, double page spread from the florist section from Chicago’s telephone direc- 
tory with the familiar slogan, “Find it fast in the Yellow Pages’: and, of course, the exact 
reproduction of Amling’s ad helped anchor the final impression in people’s minds. 

After several months at the Amling West Side store, the beginning of the Christmas mail 
rush was beginning. For the first time eight pages in the beginning of the Chicago Classified 
Telephone Directory were devoted to a postal zone and street guide. In preparing a mailing 
list ail a person would do to ensure fast, prompt delivery was zone his or her mail by looking 
the address up in the Postal Zone and Street Guide section of the telephone directory. 


DISPLAY WORLD 





Work Overtime 


SET Rs SOME A SHEER £56 


nelley management personnel participated in the ceremony with George C. 


fo tie in with the promotional 
efforts made by the post office urging 
the people to zone their mail, par- 
ticularly Christmas cards, the large 
yellow pages once more had a fast 
change. The first two pages of the 
zone section were reproduced, en- 
larged, and tinted yellow. The back- 
ground was repainted red. The entire 
display was strengthened so as to 
stand in the main lobby of the main 
post office, and once more it had a 
“home.” 

In February of this year various 
publicity shots were taken with the 
display as background. One of these 
was 1m connection with the shipment 
from the post ofhce of 200 
Red Books to United States 
bassies throughout the world. 


large 
em- 
I Jon- 
Payne, Regional 


Director, United States Department of Commerce. 
[he display has traveled quite a road since its first stop at the corner of Wells and 


Washington streets. 
accomplished many times over. 
possibilities seem unlimited. 


Its message has been seen by many people. 


Its original purpose has been 


After the number of uses to which it has been put, the future 
As we go to press the giant display, once looked on as a potential 


white elephant, is being started on a tour for a month at a time of branch offices located in 


different parts of Chicago. 
a new store just opened. 





And a new request has just come in from Amling’s, this time for 





Wing's Success 
Names Distributors 

The appointment of eight rew distributors 
has been announced by Wing’s Success Dis- 
play, Erie, Pa., producer of the country’s 
newest type of display equipment. 

According to Howard Wing, president, the 
following distributors will handle the ex- 
clusive Wing line in their respective terri- 
tories: 

Chicago, Display Equipment Corp.; Den- 
ver, C. A. Dixon, Inc.;: Los Angeles, Ma- 
haram Fabric Corp.; Minneapolis, Shur-Nuff, 
Inc.; New York (Metropolitan),, Display 
City, Inc.; Phoenix, Model Maniken and 
Display; Salt Lake City, Pool Display Fix- 
ture Co.; San Francisco, Sylvan Cohen Dis 
tlay, Inc.; Seattle, Rindler Display Center; 
St. Louis, Mo., Nu-Era Displays, Inc. 

The addition ot these new Wing distri- 
butors is in line with the company’s national 
sales policy of selling through leading dis- 
play distributors. 

Wing Success Display manufactures and 
sells a display system new to the U. S. fash- 
ion market. It various fixtures 
which may be arranged in an infinite number 
of striking settings. Merchandise is arranged 
gracefully over fixtures to give a 
“floating” display effect. The system 1s de- 
signed for men’s and women’s sport and 
fashion shops as well as department stores. 


consists of 


these 


Frontier Displays 
Formed In Buffalo 


James C. Tennamore, formerly with the 
Whitmier & Ferris Co., Buffalo outdoor ad- 
vertising firm, has now organized Frontier 
Displays, Inc., with offices and plant at 106 
College street, Buffalo. He was with the pre- 


_ 


vious firm for more than 25 years. 


DECEMBER, 1960 


Plastic Adhesive Letters 
Available from Ozalid 

Reuseable plastic adhesive and symbols that 
give professional lettering capability to even 
the amateur are now available from the Oza- 
lid Division of General Aniline & Film Corp. 
Called Planotype, they are available in both 
opaque black, red, white, silver, gold, copper 
or transparent colors to compose any caption, 
legend, title name, or text material for special 
displays, signs, and name plates. 

To use, Planotype letters are removed from 
their aluminum storage sheets and placed onto 
a layout sheet. They are then picked up 
individually in proper order and positioned 
onto a plastic transfer sheet. After a word 
is in position on the transfer sheet, it is 
pressed directly from the transfer sheet to 
the final position. After use, the letters may 
be re-stored on the aluminum heet 
for further use. 

For further information write the firm, 54 
Corliss lane, Johnson City, N. Y. 


storage 


Pegler Becomes Partner 
Of Resident Display 

Leo W. Sanderson and Lewis Rosen, prin- 
cipals of Resident Display, Inc., 155 Waverly 
place, New York City, announce that Martin 
M. Pegler is now a partner in the firm. Mr. 
Pegler has been with the company for over 
5 years in an executive capacity. This step 
is in keeping with the diversification and 
growth which has seen Resident Display ex- 
pand its facilities and plant as well as its 
line of products, and open two afhliate com- 
panies, Etcetera Wallpapers and Festive 
[Iluminations. The latter deals with outdoor 
lighting extravaganzas mainly for the Christ- 
mas season. Mr. Pegler will also participate 
in these companies. 

















MOTION setts tne coops 


Display your merchandise ix a dynamic way — 
in motion — on a ROTASELLER. Motion not only 
stops the sidewalk shopper . . it ups the 
chances for a sale by showing the goods from 
all sides. To sell ‘em, show ‘em. 


ROTASELLER IS BEST 


It's a better Turntable because it's better made. 
Top plate lifts off —has holes to attach large 
Masonite or plywood circles. New Departure 
Bearings. Top plate and base extra strength 
Reynolds Aluminum, 250 lbs. capacity. Uncon- 
ditionally guaranteed for 


ROTASELLER REO (Rotating 
Electric Outlet) 


Stores nation-wide report increased sales paid 
for ROTASELLERS immediately. Four additional 
models available. 


STOCKED BY LEADING DISPLAY JOBBERS 


ULRICH BROS., Inc. 


2923 Agnes Street, Corpus Christi, Texas 


COLO: LUM 


Ree LS Bee 


NEW ROTATING # 
“LIVING COLORS” | 


OR DRAMATIC STATIONARY COLOR 





For imaginative = cirisTMAS TREE LIGHTING 


Si S MERCHANDISE DISPLAY 
SHOW WINDOWS: 


SPECIAL EFFECTS? 
CONVENTION EXHIBITS” 
HEAT RESISTANT DIFFUSING TYPE GLASS LENSES 
RED « GREEN * AMBER « RED « BLUE « CLEAR 
3-WAY SWITCH CONTROL . 
DRAMATIC SELECTED STATIONARY COLOR, Any 
of the six lenses can be positioned for selected color. 
ROTATING "LIVING COLORS". The six lenses of | 
the motorized COL-O-LUM < 
mace one revolution 
every minute. 


ON & OFF 
CONTROL 


Slip Clutch 
For 
Indexing 


ALL 


ANGLE 
SWIVEL-ARC \@ 
POSITIONING © 


Write , 

for 
STETSON MANUEACTURING CO 
1223 CIRCLE AVE 


Indoor Use 


Patents Pending 








FOREST PARK, ILLINOIS 








HIGH 
QUALITY 
MANNE- 
QUINS 
by 
- ROYAL 
~ © Fiberglass 
Plastic 


e Now with 
new 


Ankle-rod 


Attention 
jobbers: 
Some 
territories 
still open 














Royal Mannequin Corp. 
2436 N. W. 38th Street 
Miami 42, Fila. — NE 5-1246 











‘RUSTIC & WESTERN DISPLAYS | 
@ Rustic Frames U Ss T | Cc 


@ Rustic Boxes 
@ Bird Houses Furniture Co., Inc. 
"*Parkcraft”™’ 


& Feeders 
BIRCH Poles & Branches Phone NAtional 9-6479 
Williamstown, WN. J. 


CEDAR Poles & Slabs 


FOIL PAPER 


Puffing Foil & Base Metal 
R. A. OHLHORST 


278 Johnston Ave. Jersey City 4, N. J. 


\. 














SHOULDER COVERS 
Crystal-clear — polythene. 
Price list and samples on request. 
JOBBERS ONLY 


CORONET MFG. CO. 


BOX 35 VYARDVILLE, N. J. 








WOOD FLAKES - CHIPS - SAND - GRAVEL 
KUTGRASS - ICE KUBES - CRACKED ICE 


Write for 1960-1961 Catalog 


National Display Materials 


65 North Sixth Street Brooklyn 11, N. Y. 

















PENNANTS! 


Attract customers to special sales. Indoor or outdoor 
use. Bright plastic or fluorescent cloth. Also miniature 
fluorescent pennant strings for window, aisle or counter 
displays. Write on your letterhead for free samples 
and prices. 


PETERSON'S ADVERTISING SERVICE 
218 2nd St., Dundee, Ill. 





Structural Display 
Opens Modern Plant 


A new plant, reported to be the most 
modern of its kind in the industrial exhibi- 
tion and industry, has just been 
opened by Structural Display Co., Inc., Long 
Island City, N. Y. 

According to Ronald A. Abbate, president, 
the new plant has been designed to meet 
the special creative needs of industrial dis- 
play design and production. The new plant 
features remote control electronic 
full air-conditioning, intercom 
closed loading docks, and high efficiency 
fluorescent lighting. 170-car parking faci- 
lities and contemporary styled art-design and 
executive offices are also featured at the 
plant. Mr. Abbate said the “all-in-one” plant 
facilities for creative design and exhibit 
production are the most modern and com- 
plete in the display field. According to the 
display executive, “There is sufhcient space 
in the plant for the complete erection of huge 


display 


doors. 


system, en- 





exhibits hundreds of feet in length such as 
might be seen at an international trade or 
world’s fair.” 

The new Structural Display plant is also 
equipped to work with every known mate- 
rial including aluminum, glass, plastic, wood, 
metal. The firm produces everything from 
counter-top point-of-sale displays to gigantic 
engineered exhibitions for major U. S. com- 
panies in industrial shows, the British Trade 
Fair, and the Atomic Energy Commission 
Exhibit at the Geneva Conference. 

Thomas F. Byrne, vice-president, predicted 
display industry sales will reach their po- 
tential $250 million in the next 10 years. 
He said Structural Display now serves 
clients in the United Kingdom and Western 
Europe, as well as in the United States. He 
reported foreign companies trying to market 
their products in the U. S. seek the display 
designer-producer for help on the best way 
to present visually their story here. “We are 
very much in an international business,” said 
Mr. Byrne. 





Bainbridge Revamps 
Showcard Line 

Soon, displaymen will be ordering showcard 
board in such dazzling shades as Flemish blue, 
mustard, mocha, French blue, charcoal and 
angel pink. This bright array of colors has 
been added to the Bainbridge line of thick, 
colored showcard board, according to Charles 
; sainbridge’s Sons of Brooklyn. 

sainbridge released news of unique 
improvements in their entire line of showcard 
board. All boards are now being specially 
treated during manufacture to take silk screen 
and poster work. In addition, middles (back- 
ing) are being used to assure maximum even- 
ness and rigidity of surface to achieve fine 
results and an easier working surface for sign 
painting. 

Bainbridge’s plans for the future include the 
addition of still more new and striking colors 
as old ones are dropped from the line. But a 
spokesman added, the change will take place 
gradually. 


also 


Shade Named Art Director 
By Display Producer 

Frank Shade has been named art director 
for Kirby-Cogeshall-Steinau Co., Inc. leading 
Milwaukee producer of point-of-sale materials, 
it was announced by Richard E. 
dent. Mr. Shade replaces John Schauble, who 
resigned to accept an assistant professorship in 
the art department of Ferris Institute, Big 
Rapids, Mich. 

Mr. Shade will supervise the art staff and 


Vogt, presi- 


direct all design activities for the company, 
which designs and produces merchandising 
units, signs, displays, plaques, labels and seals. 
Prior to his new appointment, he had been 
art director at Einson-Freeman, New York 
City. He also has been art director at Display 
Corporation, Milwaukee, and was associated 
with Brooks Stevens Associates and C. D. 
Baird & Co. 


NADI Display Contest 
To Award Cash Prizes 

Ten cash prizes totally $950 will be award- 
ea to diplaymen whose photos of their 1960 
spring-summer displays are judged best by 


the “white badge” wearers attending the 
Spring-Summer Market Week at New York 
City, December 4-38. 

Photos, preferably 8 by 10 inches 1n size, 
should be mailed to the sponsors, National 
Association of Display Industries, Hotel 
Governor Clinton, New York City 1, prior 
to November 30. The photos will be dis- 
played on the third floor during Market 
Week. Two photos can be submitted by each 
entrant. 

Other rules for the contest 
in an advertisement elsewhere in this issue. 

This is the first such display contest ever 
sponsored by NADI, according to Gabriel 
Valenti, NADI managing director. “If suc- 
cessful. it could become a regular part of 
the agenda at every market week. However, 
the number of entries must be sufficient to 
warrant this.” 


are contained 


DISPLAY WORLD 





Frost Addresses 
Regional Club Managers 

Milton Frost, head of Southern Importers 
and Exporters, Houston, Texas, recently 
spoke to a regional meeting of the Club 
Managers Association of America at Hous- 
ton. During his address, he had this in- 
teresting comment to make: 


set the mood for any oc- 
casion. They provide a gay and colorful 
atmosphere. Decorations will be a topic of 
conversation during and even long after your 
parties. Budget alone will not solve your 
decorative problems, but the careful selection 
of a committee made up of talented, clever 
and capable club members is extremely im- 
portant. Decorations provide good-will, en- 
joyment and satisfaction. They are essential 
to the success of any affair—whether it be a 
colorful Hawaiian party, debutante ball or 
costume party.” 


“Decorations 


Lachaud New Rep. 
For Schack's 

Schack’s, Inc., Chicago, announces that John 
P. Lachaud of New York City will be their 
sales representative, effective immediately, in 
the states of Connecticut, Delaware, Maine, 
Maryland, Massachusetts, New Jersey, New 
York (excepting Rochester and Buffalo), 
Pennsylvania (except Pittsburgh) and Rhode 
Island, as well as Washington, D. C. and 
Canada. 


Pressure Sensitive 
Sign Letters Available 

Write to Hernard Manutacturing Co., Inc., 
21 Saw Mill River road, Yonkers, N. Y., if 
you are interested in learning more about a 
new concept in three dimensional letters with 
pressure sensitive adhesive backing. Although 
originally used by amateur photographers for 
titles, they have many display applications. 














PKADE PERSONALITIES N.207 by Brcone 


BorN IN AMSTEKDAM HOLLAND, SON OF A CHINESE FATHER AND 
AN ENGLISH MOTHER. ATTENPED ROTTERDAM COLLEGE..... 
AND ACADEMY OF ART. ALSO ATTENDED L.O.}. 
STUDYING INTERIOR DECORATION AND STORE PLANNING. 

AT THE AGE OF 17 WORKED ASA COMMERICAL ARTIST. 

IN 1948 FOUNDED A FIRM FOR DISPLAY BQUIPMENT AND SCIORE 
PLANNING IN ROTTERDAM HOLLAND. 





-_ 


LEIDEN, HOLLAND 


INVENTED ANEW 
“PISPLAY SYSTEM WiHICH 
IS NOW BEING USED IN 
MOST COUNTRIES OF 
THE WORLD AND APP- 
FEARED FOR THE FIRST 
re TIME IN THE UNITED 
3 ue STATES OF AMERICA 
5 ab »»IN FARLY (960O, 
ae WILSON RESEARCH 
<ORPORATION OF ERIE 
: * _ PENNSYLVANIA HAS 
BEEN LICENSED To 
el MANUFACTURE ANP 
Tah} - WINGS SUCCESS 
f2 UNE IN THE. US. 


Hoesies-: 
PHOTOGRAPHY, SWIMMING, 
; FENCING, PAINTING AND 
. PARTICIPATED IN THE 
~ OtlyMmMPiIic GAMES IN BERUN 
IN (936 ANP iN LONDON, 
ENGLAND IN I948 ASA 


Bicycle RACER. 


INNINGS SUCCESS DISPLAY ..... 
DIV. WILSON RESEARCH CORPORATION, ER/E, PA. 











ELECTRO 
MOTION 
TURNTABLES 


DEPENDABLE 
MOTION FOR 
YOUR PROMOTION 








t lower 


jon turntables >the the ONLY co 

: ate carry UL appr oti 

= cally, Electre r 
design Dackee ice 

ns struction. 
ecity discounts. 

ib. oad. 

= . sited. 





s—25ib. —_ 
available in 3 hg orders for ‘speci 
Many V4 riation 
% Compare price 
% Look for Underwriters label 
% Demand dependable Electro-Motion 


WRITE FOR COMPLETE CATALOG AND PRICES 








ELECTRO-MOTION CORP. 





Market Week 
begins at 
Room 553 

at the 
Trade Show Bldg. 


By appointment at 
314 E. 53 St., New York City 


. lowhn Ai We 














DECEMBER, 1960 





—\ TICKET HOLDERS 


Molded of 
r CLEAR PLASTIC 
Pyramid Ticket Holder perfect 


for small point of sale pricing. 
Complete the picture of ultra-smartness created 
with plastic displayers by using ticket holders of 
clear plastic. These beautifully molded ticket 
holders are just the thing for soft line display. 


CL 10 Package of 50.. ...$ 9.00 
Lots of 100 15.25 


R. C. QUENSELL 


909 S. E. 15TH CT., DEERFIELD BEACH, FLA. 








97 





Truly Lifelike ... 
Colorful * Attractive 


Economical * Sanitary 


All foods, meats, vege- 
tables, fish, bakery and 
dairy products, ice creams. 


Send for FREE CATALOG No. 7. 


THE IMITATION 
FOOD DISPLAY COMPANY 


107 Lawrence St. @ Brooklyn 1, N. Y. 
TR 5-1268 











See Our Un- 
usual Sales- 
Producing 
Merchandise 
Displayers at 
Rooms 427- 
429 NADI 
Show. 





j Y, / t ff hy 
O// Available through 
/ your jobber. 


> 1018 Paterson Plank Road 
i North Bergen, N. J. 

















USE THE 


OPPORTUNITY 


ee 


EXCHANGE 


For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 

REPRESENTATIVES WANTED 








$5.00 Per Column Inch CASH WITH ORDER 








. * 
+ “ . »* * 
a ERE, a® * * * + * 


F you think you have a display problem, 
consider the appliance displayman faced 
presenting a not particularly attractive 
and strictly functional hot water heater. 
Once the tall white cylinder is adjusted, no 
dials to turn or buttons to push—certainly 
little appeal to the typical consumer. 
Here’s how J. S. Dahlmann, display director 
for the Springfield, Ohio, office of Ohio Edi- 
son Company, tackled the problem and came 
out smelling like a salt sea 
promised his 


breeze. He 
customers “Oceans of hot 
water” and then created realistic foam- 
capped waves lapping around the hot water 
heater, and the dock piling upon which the 
sign proclaimed its along with 
prices. All this and the glittering netting in 
the background de-emphasized the size and 


message 


height of the product, giving it the image“ot 
an unobtrusive, obedient servant looking for 
a home 

For this challenging bit ot display bril- 
liance, Mr. Dahlmann receives the Display of 
the Month Gold Medal. This display was 
selected from the entries received during the 
month of October in DISPLAY WORLD's 
International Contest. 

The 1960 Display Contest, 
with its 65 categories, makes it possible for 


Display 


International 


displaymen in practically any type of enter- 
prise to enter. It continues throughout this 
year, with winners announced in the Febru- 
ary, 1961, issue, in which many of the top 
photos will be published. Gold, silver and 
bronze medals are awarded in each category, 
with gold, silver and bronze plaques going 
to the three displaymen accumulating the 
most points. Points are awarded on the basis 
ot three points for each first place award, 
two for each second and one for each third. 


Entry in the contest is made by means ot 








1959 WINNERS 


Sweepstakes: J. Howard Schneider, The 

Crescent, Spokane, Wash.; First Place, 

George K. Payne, Woodward & Lothrop, 

Washington, D. C.; Second Place, Miss 

Virginia Paxson, Marshall Field, Chicago; 

Third Place, Thomas B. Comerford, Lit 
Brothers, Philadelphia. 








black and white photographs, preferably 8 
by 10 inches in size, although smaller ones 
will be accepted. Pictures must be un 
mounted. On the back of each photograph 
should be the displayman’s name, his store, 
city, address and classification. Deadline for 
the 1960 contest is December 31. Write to 
Editor, DISPLAY WORLD, Cincinnati 1, 
Ohio, for a complete list of rules and classi 
fications. 


New Die-Cut Letters 
For Interior Signs 

\ new interior point-of-sale display sign 
called the Quik-Change is being offered by 
The Specialties House, Cincinnati 43-J, Ohio 
The sign uses 
letters fluorescent 
background, claimed to give up to twice the 
eye appeal of signs with only the letters 
Other 
aluminum “picture” 


three-dimensional die-cut 


white against a_e solid 


include wide 
frames, letters in three 
popular sizes including 34-inch for bulletin 
board use, and a sales-promotional teature 
for merchants that utilizes the back of the 
panel for a “Shopping Spot” on which his 
customers personal want ads can be dis- 
played on magnetically-backed cards. The 
signboards come in 24 by 36-inch and 14 by 
24-inch size. Write for brochure. Jobber 
inquiries invited. 


fluorescent. features 


DISPLAY WORLD 








STUDY 
WINDOW DISPLAY 
AT HOME 
Earn good income. Easy home- 
study course. Employers: 
Sponsor our course for one of 
your employees. All will find 
this course the finest of its 
kind. School highly recom- 
mended and established in 1905. 
The KOESTER SCHOOL 
Koester Bldg. 

Dept. DW 
3710-12 N. Cicero Avenue 
Chicago 41, Illinois 


ARTIST — DESIGNER 


Prominent eastern manufacturer requires services of designer. 


Ability to design seasonal leaves, flowers, novelties and units. 


Also must be able to render colored sketches for presentation. 


Lucrative remuneration commensurate with ability. 


Replies held strictly confidential. 


Address BOX 12CD 


Care of DISPLAY WORLD 











SPRING 1961 


Sales representation wanted. 
Experienced full time or semi- 
retired salesmen with following 
to promote a compact better qual- 
ity foliage and import novelty 
line. Stra.ght comm. Other non- 
conflicting lines OK. The fol- 
lowing areas open: N.E. States, 
Canada, Chicago and Midwest, 
Minneapolis, Denver, Salt 
Lake, Texas and the So. West. 


Address Box 12EF 
Care of DISPLAY WORLD 


8 Animated Displays for Shopping Center 


12 ft. high castles fullround with 8 different Fairy tale scenes 

inside, animated, lighted, and weatherproof. 

TO BE SOLD AT % PRICE AFTER JANUARY 1, 1961 
For sketches and information, write 


California Designers 


11103 MISSOURI AVE. 


LOS ANGELES 24, CALIF. 


GRanite 8-6244 


DISPLAYMEN 


Well trained men are needed 
all over the country. Enroll 
now in the only thorough, pro- 
fessional, accelerated course, 
day or evening, offered in New 
York City. Prepare now tor 
well paying jobs. Free place- 
ment with leading stores. Our 
graduates are in demand. 


Write, phone or come for in 
formation. Registration being 
accepted now for the next 
course. Co-eds, Veterans, For- 
eign Students. 


PAN AMERICA ART 
SCHOOL 
316 West 57th Street 
New York City 19 
PL 7-0064 




















Used MANIKINS $10 
2-Piece Complete—as is. Crat- 
ing charge $2.50, F.O.B. New 
York. 

MADISONIA 
152 W. 25th St., New York 1, 

N. Y., Chelsea 3-1550 


WANTED TO BUY 
Nativity Figures — Outdoor 


Used or New—Send complete 
tormation—photos, etc., to 


DANBURY FAIR 
130 White Street 
Danbury, Conn. 


in- 








Experienced Displayman Available. 


Trained in Denmark. 11 years total 


experience. Now with firm in So. 


We. Africa, responsible for 18 dept. 
store w.ndows. Can furnish ref. & 
photos. Has applied for visas. 


Address BOX 12DE 
Care of DISPLAY WORLD 











WANTED 


REYNOLDS 
PRINTASIGN 


Kither half or full sheet size— 
Must be late 
excellent 


model and in 
condition. State all 


facts and price. 


Address Box 12AB 


Care of DISPLAY WORLD 


Line Wanted, Southeast 
Man personally acquainted with 
and familiar with all stores and 
specialty shops, power com- 
panies and all places where dis- 
play is sold is available. Seek- 
ing this added line to enhance 
his income to keep up with ris- 
ing costs of complete travel. 
Will arrange interview or call 
at your convenience any Satur- 
day, Sunday or Monday. My 
present line is tops in its field. 


Address Box 12HI 


Care of DISPLAY WORLD 














JOBBERS AND REPRESENTA- 
TIVES WANTED 


To sell to stores and national! ac 
counts. Write for full details. 
SIVAMATIC MOTION DISPLAYS 


550 Fifth Ave., New York 36, N. Y. 
PLaza 7-6454 











Mannequin Refinishing Business 
For Sale or Trade 


Also handles line of new manne 
quins and wigs. Mid-West location. 
Complete equipment. More than 300 
established accounts. Write for par- 
ticulars. Address BOX 12BC, Care 
of DISPLAY WORLD. 











Use 


e Plants For Sale 


@ Surplus Materials or 
Equipment For Sale 


the 
Opportunity Exchange for... 


@ Positions Wanted 
@ Men Wanted 
@ Salesmen Wanted 


@ Designers Wanted 


1 in. x 1 Col. 
1 in. x 2 Cols. 


$ 5.00 2 in. x 1 Col. 
10.00 2 in. x 2 Cols. 


$10.00 
20.00 


(Cash With Order) 


Any Larger Size Units desired may be inserted 
at the rate of $5.00 per Single Column Inch. 


Jan. Opportunity Exchange Forms Close Dec. 5th 





WANTED 


Sales representative wanted 
with good following, to carry 
exclusive window and interior 
displays. Eastern Canadian, 
Southern and Western territory, 
will be open. Please write full 
details in first letter. 


Neptune Art and 
Display Co . 


1901-03 W. Division Street 
Chicago 22, Ill. 








SALESMEN WANTED 
Attractive and proven line of sea- 
sonal and non-seasonal window, in 
terior props and decorations. Must 
have good following in your terri! 
tory. 


Address BOX 12FG 
Care of DISPLAY WORLD 














Salesmen Wanted—To handle a com 
piete line of high grade, kiln dried 
wormy chestnut and pecky cypress 
display fixtures, combined with 
brass acces. Must have good follow- 
ing with dept. stores, other types of 
retail operations. Comm. good. 
Address BOX 12GH 
Care of DISPLAY WORLD 
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New Lighting Raceway 
Assures Adequate Wiring 

A new pre-wired, multi-outlet twin race- 
way featuring an “expansion attic” to house 
tuture circuiting for energizing lighting fix- 
tures and power equipment has been devel- 
oped and marketed by the Miroflector Co., 
Inc., 40 Bayview avenue, Inwood, N. Y. 

Miroduct, described by its manufacturer as 
“the base for a power and lighting system,” 
is available in both two and four-foot sec- 
tions Miroduct allows for maximum adapt- 
ability and eliminates costly on-the-job cut- 
ting and splicing through the use of stand- 
ard flexible cable to bypass corners and 
other architectural obstructions. Of simple 
design and durable construction, the 
wiring system features a mounting 
adapter with special aircraft type self-lock- 
ing washers which provide continual spring 
tension to ensure the support of the heaviest 
type of power equipment and lighting fix- 
tures. Locked into place by double screws, 
the adapter rotates 3600 degrees, tilts 310 de- 
grees, and aims fixtures perfectly to meet 


all 


steel 
hew 


types of display lighting requirements. 
Miroduct can be inexpensively mounted on 
floor, wall, or ceiling. Fixture installation 
costs are completely eliminated. The entire 
system can be altered, 
mantled and moved 
Maintenance 


expanded, dis- 
without 


expense is 


or 
ot 
minimized 
the absence of any moving parts. 


loss com- 
ponents. 
by 
The lower raceway of Miroduct’s unique 
twin fully pre-wired IBEW 
craitsmen, with 3-wire grounded convenience 
outlets at one-toot 
the entire length of the duct. 


system is by 
along 
\ll equipment 
can be plugged in like portable lamps at any 


spaced intervals 


point along duct. 
vides for low cost 


The upper raceway pro- 
future circuiting. The end 
plates of each section are easily reversible 
for reinforced butting. Automatic alignment 
of continuous runs is achieved by bringing 
the cover plates over the duct ends. 
Designed for an unlimited variety of light- 
ing fixture and power applications, Miroduct 
has been listed by Underwriters’ Laboratories 
and approved for unlimited surface applica- 
tion in display windows and _ store interiors. 





SOURCE SERVICE 


If in any of the illustrations in 
DISPLAY WORLD you see some prop- 
erty, fixture, mannequin, or other display 
equipment which interests you particu- 
larly, we will be glad to supply you 
with the source from which it can be 
obtained. Just address your inquiry to 
the Editor, DISPLAY WORLD, Cincin- 


nati 1, and it will have prompt attention. 





NRMA Takes Issue 
With Retrenchment Policies 


The Sales Promotion Board of Directors of 
the National Retail Merchants Association, 
meeting recently, took notice of reports in the 
trade press that, as a result of business con- 
ditions, some stores were considering “elimi- 
nation of certain promotional ventures in- 
cluding institutional and low-return adver- 
tising plus special fashion shows.” 

In response to this trend the board of 
NRMA’s Sales Promotion Division authorized 
division manager, Edward F. Engle, to state 
that, “It has taken several years to build 
store images so that consumers can differen- 
iate one from the other. To junk this ap- 
proach now would be short-sighted. To elimi- 
nate those aspects of retailing that make the 
individual store stand out would be _ fool- 
hardy and totally without regard to the his- 
tory of successful department store promotional 
techniques.” 

Ed. Note. We sentiments. 


echo his 


Salitsky Forms 
Arrow Display 

Irving Salitsky has opened his own show- 
room in Tuscon, Ariz., under the name ot 
Arrow Display & Supply Company, 4861 E. 
Speedway. The company will specialize in 
exhibits, displays and related work, includ- 
ing the sale of display materials and equip- 
ment. 

Mr. Salitsky, originally from New York 
City, is best known for his freelance work 
and displays throughout that area. He would 
like to receive brochures, categories and 
samples from manufacturers and importers. 
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See us a? Booth 335 
NADI Marke! Week 


THE SHOWCARD MACHINE COMPANY, 320 W. OHIO ST., CHICAGO 10, ILL. 


Display Room: Chicago Merchandise Mart, Suite 928-C 
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WELCOME To our GALLERIA 
ON VIA 31st... SEE THE NEW AND 
EXCITING DISPLAYS FOR SPRING | 
AND SUMMER PROMOTIONS. . 














THIS SETTING 
ON DISPLAY IN 
OUR SHOWROOM 














SPRING MARKET WEEK 
DECEMBER 4th through the 8th, 1960. 
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